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Mickey Mouse 








On. ABC-TV - : 
in 98 Major Markets! 


MICKEY MOUSE CLUB draws over 10 MILLION ers 70‘, in less than 5 months! 

children during the average daily 15 minute 

segment...over 5 MILLION more than the MICKEY MOUSE CLUB GIVEAWAYS will be 
NEXT HIGHEST RANKING weekday program! available to Weather-Bird Dealers 


MICKEY MOUSE CLUB draws 7 MILLION ADULTS 
and 67°) are women) to every 15 minute 
segment! 





MICKEY MOUSE CLUB Weather-Bird sales are 
supported by Jimmy Dodd and the Mouse 
keteers in a wonderful show with lots of day 


MICKEY MOUSE CLUB has increased its view to day appeal : 
MICKEY MOUSE... . hottest children’s show in TV history. ..sponsored by... 


Weather bard Sues -_ 


Peters, Division of International Shoe Company, St. Louis 3, Missouri 
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Only Du Pont Neoprene 


offers this 


balanced combination 








of properties 





for work and safety shoe soles 


THAT'S WHY NEOPRENE SOLES ARE BEING USED BY LEADING SHOE MANUFACTURERS! 


‘Take a close look at the unusual properties of 


neoprene 
advantages everything a superior work-shoe 
sole should have for any job. Shoe designers 
and manufacturers have long recognized the 
value and sales appeal of these rugged, com 


fortable soles. Over 50 million neoprene soles 


DU PONT NEOPRENE 


The rubber made by Du Pont since 1932 


BETTER THINGS FOR BETTER LIVING 
THROUGH CHEMISTRY 


Here is a balanced combination of 


have been in service on work and safety shoes 
made by leading shoe manufacturers. 

Be sure you take advantage of this famous 
name in soles in the shoes you make or sell . . . 
soles of NEOPRENE, 


rubber. They've built their reputation on su- 


Du Pont’s chemical 


perior performance through the years. 


FOR FREE 
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Please send me your new booklet which « 

about neoprene soles desc ription 


properties and superior qualities 


of neoprene s 
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WINTHROP 


“MEWweayYS FIRST... WITH ALL THAT'S NEW" 


...does it ag 






e SLACK 







e KLOMP 








e HALF 





TRACK 









e THE SHAG 





e S/IGNOR 






now for Spring... 





the new hand-sewn 


FERRARI 


with the hand-shaped 
“sculptured” sole... 










Th is the FERRARI a whole new concept in 
tyling and manufacturing skill! The classic lines of 
the FERRARI pell excitement with a ¢ ipital E. It 
captures the most typical and authentic detailing of 
true continental styling yet WINTHROP injects 


the precise fitting and comfort qualities the American 













market demand 










Did we say comfort? YOU be the judge. It nusually 





light (about a pound and a half a pai extremely 










ith a unique “cushioned walk” for longer 


comfortable wear 






Who else but WINTHROP could stage a complete 
full-cc« r promotion around thi } e ne 
hoe. Just watch, you'll see the new FERRAR 
most dramatic form in the April Esquir 





h 


i in it 






full color. A powerful promotion destined to create a 

and en greater than the famous Signor \ 
wonder the FERRARI was the talk of the Chicag 
Shy wr f 
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INTHROP 
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FOR SALES 


Here are two of the latest, lightest, 
fastest sellers for spring. Soft toe, 
light cushion sole, styled to attract your 
fashion-wise, budget-conscious customers. 
Quality you'd expect in a $8.95 retailer. 


Jaguar glove tie. Air-lite black sole and heel The Sportster featherweight spat saddle. 
French Sord bound Air-lite black sole and heel. 

X860 Cottonwood Napoli AAA 5/10 X880 Black Calf & White AAA 5/10 
X861 Grey Napoli AA 4/10 X881 Black Calf & White AA 4/10 
X862 Coffee Napoli B 344/10 Pepper Napoli B 342/10 


$385 $385 


Oner GO styles in stock tor immediate delivery 


ALL MADE IN OUR MODERN FACTORY 
Terms: 5%—30 days; 31 days net — Prices slightly higher west of Denver 
WRITE FOR NEW CATALOG 


SALES OFFICES: NEW YORK: 933-35 Marbridge Bidg., 47 W. 34th St. @ ST. LOUIS: 409 Silk Exchange Bidg., 12th & Washington 
LOS ANGELES: M. S. Rifkin Shoe Go., Inc., 761 So. Los Angeles St. @ SAN FRANCISCO: Kaye & Tieso, 51 First St. 


ED WHITE JUNIOR SHOE CO., Dept. 13, PARAGOULD, ARKANSAS 
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BUYERS and 


SALESMEN 
ALSO ARE 
ELS 


¢ , GR 
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He can tell you whose woolen is in the suit he’s * 
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NA ape RS OPPS 
and 
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wearing; the fabric and mill name of his shirt- We 
ing; whose leather is in /is shoes. ce 
— Ba 
. . : ; 3" 
But he doesn’t think women who come into his px 


shoe departnent pay any attention to such 
details. 


HE DOES KNOW THERE ARE A LOT OF WALK-OUTS 
THESE DAYS, 


... RETAILER “A” 


the same as his. Even more, he knows that 
women are keen shoppers. 


He knows his factories use LEVOR’S white 
leathers. His salesmen are reminded to use this 
reputation of fine white leather as an extra 
clincher of acceptance, 


NOT TOO MANY WALK-OUTS IN HIS STORE. 
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ARE A FORCE IN FASHION S 
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KID, CABRETTA, CLOVER CALF & KIP 





G LEVOR & CO 





INC TANNERS FOR 6O YEARS 








Believes his customers’ instinets in buying are 
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‘don’t get caught 









APS Ne a al with your 
© 0 29 
pants down! 
q/ \ Since December has proven to be one of the best months for retail 





shoe volume, it’s no time to get caught with your stock down. 
Especially since there’s an easy way to button up every potential 
sale. It’s by taking full advantage of the ENNA JETTICK IN 
STOCK SERVICE — the best in the women’s shoe industry 


ee With this IN STOCK SERVICE, we average to ship your orders 
and re-orders within twenty-four hours of our receiving them 
This means that you can keep a healthy stock of best-sellers always 
lay? | \ J a on hand, that you can order a special size or color in time to clinch 
\ % ~ a sale, and that you can capitalize to the fullest on the 
extra volume the Christmas season brings in 

< 


You never have to get caught with your “stocks” down if you 





/ 


take full advantage of the service offered by the largest 


and most efficient stock department in the women’s shoe industry. 


row sJettioks 


The Shoes You Love To Live In 


$Q95 * $1 ()% 


Some Myles $11 95 


® DUNN AND McCARTHY, INC., Auburn, N.Y. 
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IS THE “ADVERTIS! 


Brown Shoe merchants are running a record 20 
million lines of their own local advertising this year 
to tell customers about Brown Shoe brands. 

This single fact says more than words can about 
Brown Shoe brand identification. It shows that 
Brown Shoe retailers know from experience they’ve 
got brands they can really promote—brands their 
customers know for value. 


Brown Shoe 


St. Louis ... Makers of: Air Step * Buster Brown * 
Life Stride * Naturalizer * Pedwin * Propr-Bilt « 
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EST” SHOE RETAILER 


Retail advertising like this, working side by side 
with Brown Shoe’s big and consistent national ad- 
vertising, makes a potent selling team. And it’s just 
one of many reasons why: Merchants earn 2"; to 4 
times more profit on Brown Shoe Company lines 
than on the rest of their operations.* 


Why not write the sales department of the Brown 
Shoe Company or talk it over with a Brown Shoe 
Company salesman. 


Company 


Official Boy Scout Shoes * Official Girl Scout Shoes 
Risque * Robin Hood *« Roblee * Westport 
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Now— 
H. H. BROWN’S WORK SHOES 
are cushioned with AIRFOOT! 








Here’s the latest EZY-WORK Cushion Shoe by H. H. 
3rown Shoe Co., Worcester, Massachusetts. 
Soles and heels are generously cushioned with 
AIRFOOT—and AIRFOOT labels on tongue, tag 
and shoe box make the most of consumer- 
demand for AIRFOOT. 
It pays retailers to get behind this. 
AIRFOOT identification arouses interest 
AIRFOOT comfort quickens sales— and 
AIRFOOT durability builds repeat sales! 
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T 
HOW EZY-WORK ACHIEVES MAXIMUM COMFORT leone Aare ene 


WITH MINIMUM BULK Lighter-for-density than other rubber 
cushionings— yet the thinnest layer 


Because AIRFOOT doesn’t lump, slump, stands up! 


pack down or come apart—it cushions 
Controlled aeration —“breathes” all over 

permanently in minimum space ? ‘ . 
without forming weak spots. 


Unvarying support—scientific compression 
ratio assures instant comeback for life 
of shoe! 


Proved quality — years in development, 


Se surea//,, Z years in use under all conditions 
S : Ll 
‘Zs AND ile lpr assures customer-satisfaction. No 
7 eZ crumple, crumble, lump up or break 


down! 


° ° ° 
ane char GoOoopD an Note to shoe manufacturers: For samples 

—— and information on ease of application, 
contact: Goodyear, Foam Products 


WORLD'S FIRST, FOREMOST AND FINEST FOAM RUBBER CUSHIONINGS Division, Akron 16, Ohio 


DESIGNED SPECIFICALLY FOR FOOTWEAR! 


oot-—T.M. The Goodyear Tire & Rubber Compeny, Akron, Ohio 
e¢ THE GOODYEAR PLAYHOUSE T Si 9.10 T or ‘THE GREATEST STORY EVER TOLL Radio—Sundoy 5:30-6 E.S$.1 
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WANT TO BE TALKED ABOUT ? 


1 into the limelight! 


luscious leather tunning styles 


BETTER STORES 
EVERYWHERE 


1 /, ad appears im the February issue of GLAMOUR frst inca sertes of VINER fa 
advertisements appearing m GLAMOUR, CHARM, MNEADEMOISELEI n february Vlas 





THE PROOF'’S ON FILE“... 


AVONITE 


PUT PROFIT 
IN CHILDREN’ 


SHOE 


"In the Avon office ...and we'll gladly show it to you. 








Avonite Soles eliminate returns for sole fail- 
ure. And you know that returns cut down 
profit, and that better than 90° of returns 


are for sole failure. 


Avonite Soles build a solid core of repeat 


iSOLES 





customers. And they make customers. of 
parents who want to “share the wear” with 
their children, These same parents bring in 
other parents and their children, profitable 


new customers, 


Shoes with Avonite Soles, whether thev’re 
men’s, women’s or children’s, give a store 
.and a brand name... a reputation for 


good value and quality merchandise, 


That’s why Avonite Soles are good for the 
shoe business in general, and your business 


in particular. 


not on all shoes... 
just the best ones 


AVONITE 
SOLES 


are nationally advertised in 
LIFE, PARENTS' MAGAZINE, 
AMERICAN GIRL 
and GIRL SCOUT LEADER 


Avonite Soles are 
approved for the 
official Girl Scout 


shoe 












AVON SOLE COMPANY, Avon, Massachusetts 
For forty-six years specialists in fine sole materials. 


Makers of the famous AVON DU-FLEX, CUSH-N-CREPE |! DU-FLEX AVONITE SOLES 





IN THESE SMART TRAVEL SHOES** WORN BY 


U.S. WOMEN’S OLYMPIC TEAM 


Further evidence of 
RANCH TAN’S 


National and International Recognition 


lh Crary 


/ 


*QUILON TREATED 1830 S. THIRD STREET, MILWAUKEE 4, WISCONSIN 


**SHOES BY SANDLER OF BOST 
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Chapter FIVE in “BATES Shoes Sell’ If you missed the preceding chapters in this serie 
agigs ot 
a 
ta & 


BECAUSE 





they are luxury in everything but PRICE 


Retailers agree that the Bates standard of 
quality is higher than any competitor's. 


Establishing this standard was no accident. 


We found out what features men want most 
in a pair of shoes, regardless of price. These 


wanted features became our standard in the 


+ 
t 


? BATES SHOE COMPANY - Webster, Massachusetts 


medium-price field 


Since more and more men are choosing this 
Bates standard, retailers are selling more and 
more Bates shoes. You could be getting your 
share of this profitable volume by becoming 
a BATES retailer. 


Just your signature on your 


letterhead will bring you 


full details 


Manufacturers of PHI BATES + BATES ORIGINALS + FLOATERS + J-Vs for boys 


1956 





urste for mformatsve set of reprints 


Footwear Sales Step Up 


when CELASTIC BOX 
Step Forward j 


Why? Because mother, dad and the little ones all appreciate the toe comfort 

Celastic hard box toes or Celastic soft box toes give them for the life 
of their shoes 
Footwear for dress or play lined or unlined . . . every style benefits 

and the sales of shoe manufacturers and the outlets they supply reflect 
it! Are you using these quality box toes to build loyalty for your brands? 
+ Vd AAG: ate : 
BOSITOERS 


UNITED SHOE MACHINERY CORPORATION + BOSTON, MASS. 
dewark of the Cetastic Corporation 


*Celastic is a registered tra 
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TEN COMMANDMENTS FOR | 
LONGEVITY | JUMP/NG-JACKS 


NEWS 
© 


MILLIONS OF MOTHERS AND CHILDREN 
WILL READ ABOUT 


JUMPING" JACKS” 


America’s Finest Fitting Shoes For Children 


and 


. ' , for 
—Man’s life span has been considerably YOUNG LADIES 


any ane ] > sti j Ww ise ries 

le ngthe ned by the startling new discoverie: OF ALL AGES 
of scientists and doctors; and they are con- 
tinuing the search. 


IN THEIR FAVORITE MAGAZINES 


By that same token, if Man is to enjoy the 
extra dividends of Time to the utmost, he 
must establish his own pattern of behavior 
that will help him to a richer, longer life. 


~Here are Ten Commandments for Longevity, 
as set forth at a recent medical convention, 
that may, perhaps. be a cue in the right 





direction: 





“Resolve not to grow old. Youth is a state 
of mind. Live today and tomorrow 
not yesterday. 
Slow down. Haste invites aging. Make 
haste slowly. 
Avoid fatigue. Rest promptly when tired. 
Learn to relax. Keep muscles loose. 
Control your emotions. 
Cultivate patience. 
Develop a hobby. 
Practice moderation. 
Watch for danger signals. 
Watch your waistline.” 


There it is-—a concise preseription for good 
health and a happy cutlook—set forth in 
simple terms. It requires no expenditures of 
money; no exira pressures of time or effort 


nothing more than a common sense es | aaa 


approach to every day living. a moder 


b 


la 
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$1 screen 


Publisher 
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VAISEY-BRISTOL SHOE COMPANY Monett, Mo 
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SELL MORE SHOES AT HIGHER PROFIT... 
%% MARK-UP ON 
MEN’S QUALITY SHOES 

WITH WALK-OVER FRANCHISE 


| LIKE PROFIT 


This is a Profit Plan for retailers 
and because | L P development has 
been guided by retail experience, 
it features more retail-level, “bread 
and butter’? advantages than any 
other plan ever offered to you. 


lor additional information on the 
profit-plus features of a Walk-Over 
or Keith Highlander Franchise, con- 
tact Jean Keith, President Bob 
Kesler, Vice President and Sales 
Manager, Geo. E. Keith Company. 


If you aren’t already making 42° + 
on nationally-branded basic styles 
such as you see here, talk to us 
about I L P before you o'acw any 
Spring orders. 


1. YOU GET HIGHER INITIAL MARK-UP, plus a 
dividend on re-orders. 42% + on nationally- 


branded quality men’s shoes. 


2. YOU GET PROVEN SELLERS there’s no 
guesswork in buying nationally proven styles 
automatically reducing markdowns and 


upping profit. 


3. YOU GET COMPLETE IL P cooperative ad- 


vertising and merchandising program. 


4. YOU GET THE WALK-OVER BRAND proven 
by a 1956 independent survey to be one of 
America’s top 4 names in men’s shoes regard- 


less of price. 
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Now-42% + mark-up on 
BASIC styles 


GEO. E. KEITH COMPANY 


Brockton 63, Mass. 


World Renowned WALK-OVERS and 
Incomparable KEITH HIGHLANDERS 
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STYLE 


COMFORT... your 2 major selling points... 


combined in 1 shoe! 


Any of a score of America’s most 
style-wise shoe manufacturers could 
have made the handsome wingtip 
you see above. But this one is dif- 
ferent: it was made over that famous 
Guide-Step last. 


This shoe is a Johnsonian Guide- 
Step, and like every other shoe in 
this complete line, it combines flaw- 


less styling and wonderfully com- 


fortable fit. The secret is in Guide- 
Step lasts, developed during 30 years 


of research involving hundreds of 


thousands of foot measurements on 
feet in action. These lasts mean 
comfort. 

Think what this means to you in 
terms of increased business: John- 
sonian Guide-Step style brings men 
into your store, Johnsonian Guide- 


Step comfort brings them back! 


Like to learn more about these fast- 
moving, nationally advertised shoes? 
Drop us a line for further informa- 
tion, or a visit from one of our repre- 
sentatives if you wish. Remember: 
style and comfort, in one line of shoes! 


Priced to retail profitably at $9, 95 to 12.95 


Nationally advertised in LIFE, SATURDAY EVENING POST, COLLIER’S, LOOK, 
ARGOSY, AMERICAN LEGION, FARM JOURNAL and TOWN JOURNAL 





ENDICOTT JOHNSON CORPORATION, ENDICOTT 


18 








ee ie fe 


E-STEP 
ST. LOUIS 2, MO., NEW YORK 








13, N. Y. 
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The New Congress and Business 


Tu past three weeks have brought a welcome relief 
from the clamor and tumult of the election and have 
aflorded an opportunity for an estimate of the sig- 
vificance of the election’s results and their impact on 
business. The overwhelming vote of confidence given 
to President Eisenhower demonstrates the complete 
satisfaction of the people with his stewardship. 

But, the structure of the Eighty-first Congress may 
present a new challenge to the President's great leader- 
ship. Will he be able to mobilize it into a task force 
capable of coping with the many problems which con- 
the Whatever 


conflicts may develop between the President and Con- 


front country at home and abroad? 


gress on foreign policy, it is reasonable to expect that 
the the 


prompt, wholesome, progressive and 


action affecting 


will be 


generally beneficial to business. 


Congressional economy of 


country 


With the complexion of the Eighty-first Congress 
hardly determined, the Commerce Department’s Busi- 
ness Advisory Council met at Sea Island, Georgia. This 
committee, comprised of 165 leaders in banking, indus 
but 
off-the-record statements and appraisals of current busi- 


try and distribution, met behind closed doors: 
ness conditions and the effects of the election on busi- 
ness were given to newsmen at the close of each of the 


two day sessions. 


Reassuring Opinions 


Their opinions were significant and should prove re- 
assuring to business. They forecast unprecedented pro- 
duction and sales for the first six months of 1957, at 
They that the 


tion’s existing “tight money” policy has not hurt the 


least. were in agreement Administra- 


nation’s economy and that continuing restrictions will 
Their 


particularly significant in view of the fact that many 


be necessary to avoid inflation. agreement is 
of these businessmen did not approve of the action of 
the Federal Reserve Bank when it raised the discount 
rate last spring. 

On the heels of these optimistic statements, the Com 
merce Department announced that the gross U. S. 
national product for the third quarter had risen to a 
new annual rate of $413.8 billion and that the annual 
rate of personal income had shot up by some $4 bil- 


lions to $327 


nouncement disclosed, too, that the annual rate of con 


billions for the same period. The an- 
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sumer spending had jumped $3.1 billions, with food 


and soft goods accounting for a substantial share of 


the rise. 


vital and growing 


This certainly is evidence of a 
economy, and the long awaited more than $400 billion 
annual gross product has become a reality. Final fig 
ures will undoubtedly show the substantial gain of at 
least three per cent over L955, 

But events in Europe and the Middle East cast a 


Besides 


contributine to the increasing threat of inflation, inter- 


dark shadow across this very bright picture. 


national tensions have a habit of dampening industry's 
enthusiasm for long-term commitments. And upon such 
long-term expansion the ove1 all economy of the coun 


try is vitally dependent. 


Voney” Policy 


The “Tight 
On the facts and figures it appears that the “tight 
effective 
The 
the 


money. poli Y Was necessary, has been an 


deterrent to inflation and has not hurt business. 


Federal Reserve System, which has been under 


heaviest of fire all during the campaign, has increased 
its stature because of the challenge it has met so suc 
cessfully 

For yo to the bank for in 


ventory and expansion financing, however, and who 


the merchant who must 


finds money increasingly harder and more expensive 


to get, the Council’s reassuring findings are of small 


help. 

The higher interest rates which he will pay for his 
financing must be tacked on to price tags or come out 
of profits, and he must watch his accounts receivable 
and credit applications more carefully than ever. To 
those retailers who are planning to embark on de 
ferred payment and layaway plans, “tight money’ 
means a reappraisal of the practicability of those plans 
of the cost of servicing them, and of the type of cus 
tomers they will attract. 


Despite the campaign promises of Congressional 


the inflation 


interest 


lower interest rates, threat of 


sufficiently 


action to 


remains strong to stymie any real 


parti ularly small busi 


kind 
the relief wall depend on 


lowering legislation. Business 


ness. can look to the new Congress only for some 


of tax relief. The extent of 
the temper of Congress and the health of business at 


the time the legislation is written. 























e insists on the shoes 


That'll larn ’im! When a lady comes in and asks for the shoes 
she saw advertised in WOMAN'S Day, she really means business 
Because she has a strong loyalty to the magazine. And remem- 
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she saw in woman’s da 


the A&P magazine 


the NATIONAL magazine with the CONCENTRATED impact 


ber that every single WOMAN’S Day reader buys her copy while 
sne’s out shopping at the local A&P, which means you have an 
excellent chance to reach her with your windows! 
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OUT ...with more styles 


UP ...with more sizes 


(now to size 3) 


Let Mickey help you step ahead in 


War tency shoe sales. Now...more styles than 


ever...to more sizes than ever. 


a WW And...the Mickey Mouse Club TV 
nil Show plus Trimfoot full-color adver- 
NN ast 


tising in Mickey Mouse Club Maga- 


Nyt zine pre-sells for you! 


Many excellent franchises still open. 


arr DISNEY'S 
OFFICIAL 


TRIMFOOT 
COMPANY 


Trimfoot Terrace 


Farmington, Mo 


New York 628 Marbridge Bldg by y T r i m f ©) Oo t 


Dallas 6-133 Merchandise Mart 
Seattle 222 Terminal Sales Bldg 
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Government Studies 
Wage Survey Results 


Rack Merchandising 


Task Foree 
for Leather Use 





by George HUH. Baker 





The government is busy studying the results of its recent survey of retail 
wages and hours. But the results won't be known right away. There's 
too much at stake for any hasty announcements or snap decisions 

The ultimate aim of the government’s investigation of wages and 
hours is, of course, to get retail wages jacked up. The investigation, 
which is being conducted by the U.S. Department of Labor, will provide 
the basis for a strong appeal to the new Congress for legislation to 
improve the lot of retail clerks 

Some congressmen say 


privately they expect the nation’s larger 


department stores to “throw in the towel” next year in the battle to keep 
retail wages exempt from the $1 per hour minimum wage. These con 
gressmen point out that the larger stores can pay the higher wage rates 
plight 


without much difficulty. but they are more concerned about the 


of the small retailer. Many smaller stores simply cannot greatly increase 


their wage costs and continue to show 


a profit 

This is a good time to write your senators and your congressman 
about wages and hours for retailing. The subject is going to be red-hot 
in Washington in 1957, and you'll do well to let the politicians know 


what you think. 


Phe government's retailing experts are keeping a sharp eye on the trend 
toward “rack merchandising” of footwear and other soft goods. Some 
oflicials go so far as to predict that food supermarkets of the non-distant 
future will carry complete lines of family footwear, apparel, house fur 
nishings, and furniture. 

Government officials are taking careful note of some of the predic 
tions made recently at the Boston Conference on Distribution. Among 
other things, the Conference was told that today’s food supermarkets 


are fast becoming “general stores.’ The trend toward nonfood items 


in food markets is just getting under way, it was pointed out 


Keansburg 


N. J., devotes nearly half of its total floor space to non-food merchan 


kor example: A new supermarket (Grand Union) in 


dise, including housewares, clothing, furniture, giftware, jewelry, lamps 


and shades, records, appliances, and varden supplies In other new 


“supers” the same pattern is evident 
As the government sees it. this increased emphasis on “rack met 


chandising” is a response to consumer demand for merchandising without 


frills.” 


nation’s needs for footwear. The legitimate shoe retailer 


But at best, these supermarkets can only fill a portion of the 
operating a 
legitimate shoe store and providing the customer with proper fitting 
advice, service and continuity of all lines. is not threatened. But alert 
retailers will keep their services up to standard. Customers who notice 
a lack of service may easily transfer their business to the drive-ins and 
the supermarkets. Keep selling service. Only legitimate shoe retailers can 


offer service. Nobody else can 


New and improved methods of tanning leathers may be tried out com 
mercially, under plans now being discussed by the task force of a White 
House Commission on Increased Industrial Use of Agricultural Products 


The task group of the Commission has thus far held two meetings 
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Ask Another 
Freight Rate Boost 


SBA Loan 
Applications Rise 








(in Washington on Nov. 9 and in Chicago on Nov. 30) in which industry 
and government officials discussed ways and means of stimulating greater 
commercial use of leathers, 

R. H. Richards, vice-president of International Shoe Co., St. Louis, 
is chairman of the task group. Other members of the group are: R. D. 
Cottam, A. C. Lawrence Leather Company. Peabody, Mass.: Merle A 
Delph, president, M. A. Delph Co., Indianapolis, Ind.; Edward J. Gesick, 
vice president and secretary, Southwest Research Institute, San Antonio, 
Pex.; Charles W. Mann, Quartermaster Research and Development Com 
mand, Natick, Mass.; Dr. Fred O'Flaherty, director, Tanners’ Council 
Research Laboratory, University of Cincinnati; Julius G. Schnitzer, Busi 
ness and Defense Services Administration, U. S. Department of Com 
merce, Washington; Dr. J. Naghski, Eastern Utilization Research Branch, 
Agricultural Research Service, USDA, Philadelphia; Victor Conquest, 
vice-president in charge of research, Armour & Company, Chicago; and 
Radford Hall, executive secretary, American National Cattlemen’s Asso 
ciation, Denver. 

Later, the group will submit a final report to the White House which 
will form the basis of possible recommendations to the new Congress for 


levislation to foster wider use of hides and skins. 


Phe nation’s railroads want still another increase in their freight rates 

The latest bid by the rail carriers is a request for permission to 
increase freight rates immediately by about seven per cent to offset pros- 
pective wage increases and higher costs of goods and services purchased. 

This seven per cent increase, if approved by the Interstate Commerce 
Commission, will be in addition to an average 15 per cent increase in 
freight rates which has been in the works at the ICC for some weeks. 
Thus, the sum of the rate increases being sought totals up to an average 
22 per cent. 

ICC officials are being told by the railroad lawyers that the 15 per 
cent rate rise is necessary in order that the nation’s railroads may improve 
their rates of return on investment. Nationwide, railroads are earning 
less than three per cent. This is too low a rate to permit replacement 
of the machinery and new equipment they need, railroad officials state. 
In addition to this 15 per cent rate rise, the roads now seek to add 
another 7 per cent to the rates on the grounds that new wage rises for 
railroad employes require extra revenue—more than $300 million a year 


for both operating and nonoperating employes. 


More and more small businessmen are turning to the Small Business 
Administration for funds for inventory buying, modernization, and 
expansion to escape the tight money pinch. 

SBA officials report that some 500 applications for loans were filed 
it the agency last month, and that a record 700 applications is expected 
this month. 

To handle the heavy load, SBA has authorized its 15 regional directors 
to approve loans up to $100,000 themselves if a bank is taking at least 
25 per cent of the loan. Previously, all loan applications over $50.000 


had to be approved in Washington. 













A Complete Line of Unbranded 


CHILDREN’S PRESCRIPTION SHOES 


... to fit the variety of 
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Black, Navy, Red. 
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FUN-SHUS 


A, and New Jina of Chouala pt gins and, wow 


a, mat iad a ice 


it $298 nj $398 


Sizes: Narrow and Medium thru size 10 


International Shoe Company is proud to introduce these 
completely new and attractively priced casuals for girls 
and women... FUN-SHUS. This line has been designed 
specifically to supplement the Company’s “Light Tread”’ 
vulcanized canvas shoes which have received such popular 
acclaim from both the trade and the public. And FUN- 
SHUS offer you, the shoe dealer, another profitable avenue 
to cash-in on the feminine demand for shoes to match 
America’s new casual way of living. 


FUN-SHUS are designed with an eye to color and smart 
styling to meet milady’s exacting requirements. They’re Cif Wy 


washable fabric, too. And equally important FUN-SHUS 
are made to reach the low-price level of popularity to 


: ; f . Red, Starfire Blue, 
retail at $2.98 and $3.98. And still with a full mark-up for you! . ee ae 


Lemon 
This complete line is ready for delivery now—in time for 

the early Southern trade and well in advance of the normal 

Spring retail selling season. Our salesmen are now on the 

road with the full story. For an early appointment, please 

write or call us. 


Bowtine c 
Khaki, Geranium, appanklon 


Charcoal, Navy, White. 
Khaki, Red, Navy, 


Black 


INTERNATIONAL SHOE COMPANY « ST. LOUIS 3, MISSOURI 
ROBERTS, JOHNSON, RAND - PETERS 
FRIEDMAN-SHELBY - SUNDIAL 
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ase of operation, quality of output, and speed are important to you in 
the shoe machinery you use. But without reliable performance these 
features mean nothing. 

‘Take United’s Model A Lacing Machine... It has to be reliable. When 
it is down, a fitting room may stop and an entire factory may come to a 
halt 

More than 80% of the 1501 parts of this machine are exposed to 
motion. In an average factory they move 500,000 times a year. They are 
designed and built to last and to stay in adjustment 

Now add specialized service promptly furnished by men who know 
this intricate machine, and you have the best insurance of uninterrupted 
production 

United service may cost less than you think. 


SERVICE } An Annual @f Service Contract may fit your needs and lower your costs. 


AC United Shoe Machinery Corporation 


L Parts | 
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DOUGLAS 


‘“‘Comforteers’”’ 
.--the shoes with 


built-in 


sales appeal 











Douglas “Comforteers” can he Ip make selling a more profitable 
experience for you Not only are these shoes the last word 
in comfort (see diagram below) but they're handsomely styled 


and superbly constructed of premium leathers. When you 


offer your customers top values such as these truly shoes with 

a built-in sales appeal you re taking a firm step to boost 
volume and enlarge tho 03 black ink figures in yout ledger And 
there are many othes promotions in the new Douglas line 


for spring that pack a similarly strong sales punch. All told, the 
complete Douglas proposition distinctive. youthfully styled 
line of shoes. eye-catching national advertising, one of 
America’s oldest. best known brand names, effective dealer 

aids is head-and-shoulders above anything else in its price field 
Write us today and well forward all the details of how you can 


add to yout pre lige and profit with a W | Douglas franchise 
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"“QUILON” adds water and scuff resistance 


to leather... gives shoes new practicality 


‘Toda the trendis toshoes made of leathers 


effects of water, perspiration, scuffing . 
processed with Du Pont “Quilon” chrome 


even acids. Yet the leather breathes! 
complex. More and more manufacturers What's more, “Quilon” helps shoes keep 
are recognizing the facet that “Quilon their original rich looks longer. Give the 
wave hoes values that consumers have shoes you sell the new sales appeal... 
alway wanted neu practicality! the new protection ol “Quilon”, Specily 
“Quilon” helps shoes resist the harmful leathers processed with DuPont” Quilon”. 


® 
Makes good leather perform better REG. U.S. PAT 
BETTER THINGS FOR BETTER LIVING 
e| eS ee, en mee ... THROUGH CHEMISTRY 





work and dress shoes featuring 





“Quilon” resist scuffing, keep their 
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PPSSA Well Attended But Buying Delayed 


Retailers Plan, However, to Place Initial Spring Orders Soon— 
First Buys to Be Smaller; Open-to-Buy Larger Than Usual 






NEw YorK—The popular Price Shoe that point, plenty of open-to-buy ac- 
Show, which took place earlier this tivity is expected. 
week in New York, met with all at- Another factor involved in the larger 
tendance expectations but failed to open-to-buy budgeting by women’s shoe 
“take off” from a buying standpoint. buyers is the tapered toe. Buyers 
Nevertheless, exhibitors weren’t at all said they would necessitate early test- 
disappointed. Buyers were planning to ing. If consumer reaction is good, as 
write in their orders from home bases expected, then the open-to-buy budgets 
very soon after leaving the show in will go into high-gear from late Jan- 

















New York. lary on, as reorders pour in. 
Outstanding development was this: RECORDER interviews with dozens 
most buyers intend to place smaller of key buyers of chains, department 
initial spring orders, with larger open- stores and other volume outlets re- 
to-buy budgets to be spent over the ealed strong optimism on spring shoe 
months ahead. At season’s end, when usiness outlook. Dollar volume is ex 





all the orders are added up, the total pected to be up 5-7 percent, with units 
is expected to be very satisfactory, at up 2-4 percent. 








least matching, and probably surpass Prices in most instances held former 
ing, last spring’s sales figures both at lines. Some increases were noted, but 
the manufacturing and retail levels. “a shoe here and there in a given line” 





The late Easter date (April 21) was _ rather than across the board. Exhibi- 
one major factor creating the delay in tors were consistent in their comment 
buying decisions, as well as causing a that the competitive situationgyy, 3 too 
shift in initial and open-to-buy budg- tight presently to chance any peneral 
ets. Retailers obvious!y were holding up-pricing. The spasmodic up-pricing 
off buying until the last minute. All was simply to cover higher costs on 
initial-buy orders are expected to be individual shoes. 
completed by December 15-20. From [TURN TO PAGE 32, PLEASE] 



























W. Maxey Jarman, Chairman of the Board of General Shoe Corporation, address- 
ing the PPSSA Fashion Breakfast, puts an emphasis on Shoe Selling As Service 
Selling. Jack M. Schiff, executive vice-president of the Shoe Corporation of 
America and PPSSA co-chairman, looks on. 
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Jarman Cites Four Ways 
To Increase Industry Profits 


NEW YorK—To increase profits in 
the shoe industry at least four steps 
must be taken, according to W. Maxey 
Jarman, board chairman of Genera 
Shoe Corporation. These steps he d 
fined at a breakfast meeting held No 
vember 26 at the Hotel New Yorket 
and sponsored by the Popular Price 
Shoe Show of America, 

Pointing out to the more than 600 
retailers and manufacturers who at 
tended the meeting that industry profit 
are far below the average of other in 
dustries, and even below those earned 
by the shoe industry in other countries, 
he urged: 

One—That markons be increased 

Two—That more merchandising em 
phasis be placed on higher priced item 

Three That stores improve their 
ervice to customers. 

Four That industry members do 
more and better advertising 

Taking as his subject, “We Have to 
Act More Like Merchants,” Mr. Jat 
man said: 

“What I want to point out here } 
that the consumer is much more in 
terested in intangible values than in the 
tangible intrinsic value of the article 
that is bought. And coming back to that 
definition of a merchant—I think we 
have to develop the kind of eye that 
looks at a product from the consumer’ 
tandpoint rather than calculating ar 
article’s selling price by what it cost 
on a fixed mathematical basis. 

“That leads me to the first point that 
] want to make if we are going to act 
more like merchants. That point i 
this. We should increase the markon in 
our retail stores in this industry. | am 
not going to say what the markon 
hould be—it varies with the type of 
tore, with the type of product, and 
with a lot of other conditior But by 
and large, there needs to be more mark 
on in this industry. Obviously markor 
alone is not the answer to greater 
profits. More markon can cause greater 
markdowns. More markon can reduce 
olume. But while those things can 
happen they do not necessarily have 
to happen. We should get away from 
the mechanical idea of putting on a 
fixed markon on each item above it 
cost. We should increase our average 
markon by raising the prices of those 
products that have intangible qualities 
that can appeal to consumer I am 
readily aware that it is easier to talk 
about getting more markon than to 
get it. There’s that old factor of com- 


petition that comes in. But there are at 


least two types of products on which 


(TURN TO PAGE 34, PLEASE] 
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PPSSA Well Attended But Buying Delayed 


[CONTINUED FROM PAGE 


However, one significant trend came 
to a definite head at the show. A great 
deal of upgrading will be in evidence 
in all classifications of shoe stores. The 

hoe chains are taking a vigorous lead 
on this. Said one chain head: “You 
can expect a wave of upgrading in the 
hoe chains next spring to an extent 
never before approached.” Reasons are 


obvious: shoe retailers, pressed by ris- 


ing costs and squeezed margins, yet 
fearful that raised prices will place 
them at a competitive disadvantage, 


are using the upgrading method as the 


best way to cover on rising cost 


Retail Inventories Satisfactory 


Retailer reported inventories in 
atisfactory condition, more down than 
up, indicating need desire for a 
full ure of spring buying. The 
recent fall shoe sales, particularly from 
October 15° on disturbed many 


weather in 


and 


mea 


have 


of the buye Mild man 


parts of the nation had slowed down 
the brisk consumer buying. However, 
consumer buying over the past two 


veel tepped up sharply, giving re- 
tnilers reason to breathe easier, know- 
ing that the buying lull would not be 


prolonged further. 


Many retailers viewed the late Easter 
date with optimism, seeing a longer 
early pring selling season. Others, 


however, felt that the late Easter may 
work to disadvantage because it would 
the late or “second” spring 
elling period. “Consumers, they claim, 
spring shoes 
into summer shoes. However, the “loss” 
of the second spring selling period, they 
agreed, would be fairly well compen- 
ated by the longer early spring period. 
Ihe one hitch: if retailers are to make 
the most of this, they must buy early 
pring selling and 
off to an early start. 

up: PPSSA_ exhibitors 
found it a very satisfying show, know- 
ing that initial orders will start to flow 
the next few 
ech And also knowing that heavy 


knock out 


will jump directly from 


to pet promotions 


Summed 


in at a rapid rate ove 
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open-to-buy budgets were available for 
solid second buys. Retailers, too, ex- 
pressed satisfaction that the show had 
jelled their thinking and decisions re- 
yarding what and how much of what 
they would buy. Shoe business, re- 
flected by developments at the Show, 
eemed confident of a very good season 
ahead. 

Pointed pumps and patent 
leather were the top-billed stars at the 
how. 
launched in high style, high price col- 
lections, were shown, for the most part, 
in modified versions. The feeling that 
most stores are not ready for the radi 
and a sear- 
city of wood, were given as the reasons. 


toes, 


The new long, slim toes already 


cal change to “needle toes,” 


Pump patterns dominated the lines; 


most of these closed and with throat 
ornaments in oblong shapes. Many 
were in soft constructions even on high 
heels; medium heels often unlined. 


Stripping sandals and mules were well- 
represented in all lines and will un- 
doubtedly ales for warm 
weather selling. 


gain in 


Patent leather was the unquestioned 
with the classic glossy irface 
ahead of the newer pebbled effects. 
lextured leathers claimed an important 
portion of styles shown. These ranged 
from subtle, fine grains to very marked 


leade 


th a effects. Slashed 
moot leathers were included in most 
lines. In more casual shoes pigskin 


was a leader, often seen in punched- 
through treatments. Straws, straw ef- 
fects and raffias were part of the tex 
tured story and very 
pecially in natural and 


were an important 


important, es- 
black. Vinyls 
part of the sandal 
and mule picture. Fabrics in silky mix- 
tures shown for early selling were ex- 
pected to be followed by many summer 


types. 
Black and more black led the color 
parade right into summer. Starting 


with patent leather, it ran through a 
range of leathers, often trimmed with 
white. White in all-over shoes or 
trimmed with black or color is slated 
to start early and to be the big sum- 


an’ 
Men's shoe styles evaluated and trends for spring and summer predicted by Mel 


H. Reese of A. S$. Beck Shoe Corporation, Frank C. Rooney of Melville Shoe Cor- 
poration and Alan H. Goldstein of the Plymouth Shoe Company. 


prensa ceneneniats 


mer color this year, better than in 
many years. Neutrals for spring were 
shown in pale, pale beiges to medium, 
warmer shades for volume; grey for 
high style promotion with a noted in- 
terest in grey for heavy textured 
leathers. Navy blue was slated to be 
better than a year ago. Red showed 
unexpected strength. 


Heels showed continued interest in 
very slim shapes on both high and 
medium. Dressy flats held a strong 
position. Wedges on heights from flat 


to 15/8 and 17/8 were shaped or sculp- 
tured to follow the trend to graceful 
heels. 


Stylists Confirm Trends 


The style presentation at the in- 
dustry breakfast of the PPSSA on the 
econd day of the Show was a confirma- 
tion of these trends noted in sample 
the Hotel New Yorker, the 


Sheraton-McAlpin and manufacturers’ 


rooms at 


ample rooms. Summarizing leading 
trends in women’s ready-to-wear for 
the coming spring and summer, Doris 


A. Weston, PPSSA 
listed three dominant influences: 
ions of the 1930’s, 1912 and Paris. She 
howed “yachting” white in pleated 
skirts and blazers; the “Newport” suit, 
a softly tailored the “Slink” 
clinging black crepe long evening dress 
for the 1930’s; the longer o1 
longer skirt, dropped from one to two 
for the 1912, and Dior in- 
fluences; the matching silk print dress 
and hat and the use of chiffon for 
after-five. For the Paris trend, she 
three silhouettes: the tunic, 
the peg-top or Flemish skirt; short- 
jacketed suit and the cape. Muted 
colors were given top billing with violet 
and soft sage green considered as the 
most promotional. 

As PPSSA Shoe Coordinator, Helen 
emphasized types already 
ported above, laying stress also on new 
elegantly detailed sport and 
ornamentation in dress shoes as an in- 
tegral part of the pattern. Pale neu- 
trals were featured for shoe colors as 
well as other colors already described 
in this report. New greyed tones were 
mentioned as important to go with the 
yreyed look in apparel. 

Children’s shoe manufacturers ex 
hibiting at the show reported that 
traffic was most satisfactory. Starting 
early Sunday morning with the local 
retailers as the first contingent, atten- 
dance increased as the out-of-town buy- 
ers arrived. 

Pre-show predictions style, 
color and patterns were confirmed by 
the panel of style experts at the 
PPSSA breakfast. The consensus was 


Fashion Director, 


fash- 


casual; 


demi- 


inche 


featured 


re- 


Jo eph 


casuals 


about 


that children’s shoes for spring 1957 
will be slimmer, trimmer and more 
flexible. Adult styling, even to the 


tapered toe, is a strong influence in 
children’s shoes. 

Pumps with outside heels, shaped or 
pancake, were tops in dress shoes for 
girls. Strap types, swivel and tradi- 

[TURN TO PAG™ 34, PLEASE] 
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Merchants in Southwest Plan Heavy Spring Buying 


DALLAS, TEX.— Although both at- 
tendance and volume were slightly off, 
an air of general optimism prevailed 
at the fall Southwestern Shoe Travel- 
ers Association show held at four Dal- 
las hotels. 

Exhibitors said the Dallas show was 
better than most of the recent regional 
shows and attributed this fact to a 
generally stable economic outlook in 
the Southwest. Representatives of 
the nearly 400 lines on display, for the 
most part, listed the show from ‘“ex- 
ceptional” to “fair.” 

Most of the business was in high 
style lines and in other types, the 
latter for immediate delivery. Paul 
Schroeder, secretary-manager of the 
SSTA, said many buyers indicated they 
intended to do heavy spring buying 
but would do it somewhat later. 

Patent leathers were the top traffic 
item indicating the trend throughout 
the show. The late Easter set the pat- 
tern. The retail sales trend is ex- 
pected to be toward patent leather un- 
til just before the Easter season when 
the switch will be to whites. Conse- 
quently, Easter season buying has been 
delayed. 

In colors there was little action in 
the primary pastels such as pink and 
blue. The naturals or “peanut” shade 
went well and jade was a good color. 
There was lots of action in straws both 
in the dress type, bareback wedges and 
flats. 

Buying of children’s shoes was con- 
fined to pumps and one strap styles 
with very little being done in the black 
and white or brown and white lines. 
The absence of future buying was no- 
ticeable in the children’s lines as it 
was in women’s. 

There was very little action in the 
men’s lines. One major exhibitor ex- 


plained the lack of sales by pointing 
out that “when the trend is toward 
spot buying it is always the men’s 
lines that suffer the most.” 

There was little or no price resist- 
ance. In fact, many exhibitors re- 
ported a “good reaction” to higher 
prices. A trend toward more mer- 
chandising promotion on higher priced 
lines was also indicated. 

There were in attendance at the 
annual breakfast held in the Crystal 
Ballroom of the Baker Hotel. The 
speaker was J. H. Williams, of Chicka- 
sha, Okla., a former president of 
Rotary International. 

More than 1,000 exhibitors and buy- 
ers attended the dinner-dance held in 
the two ballrooms of the Adolphus 
Hotel on Tuesday night. 

At a pre-show session, the South- 
western Shoe Travelers Association 
named officers for the coming year. 

H. Kirby Taylor, of Fort Worth, a 
representative of Shawe-Gerwin, Cin- 
cinnati, was elected president. Rudolf 
Baum, Dallas, of the Buskens Division 
of BTS, Manchester, N. H., was named 
vice-president; W. W. Pugh, Dallas, 
Joyce, Inc., of Cincinnati, was 
elected treasurer. Paul Schroeder, 
veteran secretary-manager of the As- 
was renamed for another 


ron 


vel 


re- 


sociation, 
year. 

Directors for two years are C. V. 
Hammond, Dallas, Fortune, Nashville; 
Jay May, Dallas, Heydays, Ince., St. 
Louis; and Vernon Luke, Dallas, Selby, 
Portsmouth, Ohio. 

Directors for one year are Lacy 
Moseley, Dallas, Winthrop, St. Louis 
(retiring president); Robert T. Atkin- 
son, Irving, Tex., Valentine, Nashville; 
John Franklin, Dallas, Freeman, Be- 
loit, Wis.; and C. W. Haggard, Austin, 
Graham-Brown, Dallas. 





Downtown Store Embarks 
On Expansion Program 


Los ANGELES — At least one large 
shoe retailer has not lost faith in the 
downtown area as a shopping center. 
The Innes Shoe Company has under 
way a $400,000 expansion and mod- 
ernization plan at its downtown store 
located at Seventh and Olive Streets. 
Paul M. Seigal, president, termed the 
program an “expression of faith in 
the future of the downtown shopping 
area.” He also added that his firm 
had noted that “downtown shopping 
volume has shown a steady increase 
in the past year and we are sure the 
area is going to expand very soon.” 

Remodeling job on the two-story 
building is an elaborate one, designed 
and planned by Burke, Kober and 
Nicolais. Scheduled to be entirely 
air- and smog-conditioned, the finished 
interior will have 15,500 square feet 
of floor space. An exclusive men’s 
shop will be a prominent feature. 
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Strong appeal to the children’s trade 
will also be made. Plans for the small 
fry include many entertainment 
vices, among them a monkey house 
with live animals. 


de- 


Army to Buy 600,000 Pairs 
Of Leather Combat Boots 


PHILADELPHIA The United 
Army is in the market for more than 
600,000 pairs of combat boots. These 
black, mildew re- 
rubber soles and 


States 


made of 
leather with 


are to be 
sistant 
heels. 

Bids on 551,016 pairs will be opened 
at the Philadelphia Quartermaster De 
pot on December 11 and deliveries will 
be asked for between March and May 
of next year. 

An additional quantity of 56,976 pairs 
will be reserved for 
Negotiation for award of the set-aside 
will be conducted in the 


small business. 


portion usual 


way. 


Chamber of Commerce Issues 
‘Special Days’ Promotion Aid 

W ASHINGTON—“‘Special Days, Weeks 
and Months in 1957,” a 48-page book- 
let listing more than 300 business pro- 
motion events, legal holidays, and re- 
ligious observances, has been published 
by the Chamber of Commerce of the 
United States. It includes both a 
chronological list of events and an 
alphabetical list showing purpose of 
each event and address of 
its sponsor. 


name and 


As a companion piece, the Chamber 
has the “Trade 
tion Planning Calendar.” This is a 
26-page, spiral-bound book of large 
block calendars that includes a chrono- 
logical listing of special days 
weeks in each month. 

“Special Days, Weeks and Months” 
sets forth well-established holidays 
such as Christmas and Independence 
Day, many observances 
host of business promotions. 

“Special Days, Weeks and 
in 1957” and “Trade 
Calendar” 


also released Promo- 


and 


civie and a 
Months 
Promotion Plan- 
available for 50 
cents per copy from the Domestic Dis- 
tribution Department, Chamber of 
Commerce of the United States, 1615 
H Street, N. W., Washington 6, D. C, 


ning are 


Shoe Stores Cooperate 
In Downtown Promotion 
PROVIDENCE, R. I 
stores 
with 8&2 
organizations to 
Day, 
was decided on 


lifteen 
departments 


shoe 
and cooperated 
and service 
Downtown 


That day 


other retailers 
feature a 
Nov. 15. 
because the 
main open until 9 P.M. 


Providence 


tores re- 


The event was sponsored by the Re 
tail Trade Board of the 
Chamber of Commerce to 
the 


described a 


Providence 
focu 


hopping area 


atten 
tion on downtown 
It was “The big one-day 
ale event of the year at Rhode Island’s 
best, 


ping center.” 


biggest, money-saving-est shop- 


Suburban shoppers were offered free 
four 


Extra large police de- 


or reduced-fare rides on incom 


ing bus lines. 
tails were available throughout the day 
and evening facilitating the movement 
of traffic and directing out-of-town 
shoppers to their favorite stores. The 
increased newspaper advertising, both 
in number of ads and the size, gave 
the Evening Bulletin an 
84-page edition. Radio advertising was 


Providence 


also used. 
Cooperating shoe stores and depart 
The 


Footwear, 


ments included Soston 
Burrell Sullivan 


Gladding’s, W. T 


Footwear, Ine 


Store, 
Cherry’s, 
Grant Co., Health 
John the Shoeman, 
Kays-Newport, Kennedy’s, Inc., J. J. 
Newberry Co., The Outlet Co., Selby 
Shoes, The Shepard Co., Sterling Shoe 
Co., and Thom McAn Shoe Stores. 


”? 








Jarman Cites Four Ways to Increase Industry Profit 


[CONTINUED FROM PAGE 31] 


it is possible to get higher markon in 
spite of competition. There is the kind 
of product that is different from com- 
petition. In this business of ours 
we do not have different items very 
long if they are any good, but all of us 
will occasionally have some item that Is 
different from competitors for at 
least some length of time, and on that 
item it is possible to get more markon. 

“Then there are certain types of ar- 
that old at all price levels. 
In other words, there are certain pat- 
certain types of that are 
sold at various prices all the way up 
and down the line. A skimmer pump is 
an example. Those are big volume items. 
They which it is possible 
to get One 
other, if we approach this problem of 
additional markon from the point of 
view of a merchant, we will find 
it is possible to increase that average 
markon. It can’t be 
cal, arithmetical basis. It has to be done 


shoe 


our 


ticles are 


terns, shoes 


are items on 


more markon. way or an- 


rea! 
done on a mechani 
by a merchant. 


“The 


make 


general point I want to 
if we are going to act more like 
merchants, have to do business on 
higher priced items. People have more 
money than ever true, they 
have plenty of places to spend it, but 
we lot of those consumer 
we are not stressing 


next 


we 


before 


are 


dollars 


missing a 
because 


higher priced items in our stores. Ob 
viously, if we are going to get more 
markon it is going to have to be in 
higher prices at retail. It will not come 


from lower wholesale prices. Manufac- 
are going to have to get more 
well as retailers. If we are 
profit position 


turers 
markon as 
going to improve 
all of us have 
money with which to work. I 
that the public today is more interested 
items than 


out 


we have to more 


believe 


in higher priced ever be 


fore. 
Better Store Service Needed 


“That leads me to the next point that 
1 want we are going to act 
merchants. Talk to any group 
umers today about and 
their complaints won’t be on high 
prices—-won’t be on shoes wearing out. 
No, their complaints will be on not be- 
ing able to the size that they 
wanted, not being able to find the pat- 
tern or color or heel height that they 
wanted, or being indifferently treated 
by the salesman in the store. Those 
are the areas that a real merchant can 
stress to get more money for his prod- 
uct and to better please his customers. 
In other words, customers want service 
today—service in the broad sense of 
interested sales people, fashion selec- 
tion, available sizes. They are willing 
and able to pay for it and complaining 
because they do not get it. Service 
costs money. It takes higher markon to 
give service, but that’s what the cus- 
tomers want. They are not complain- 
ing about high prices—they are com- 


to make if 
more like 


of con 


shoes 


get 
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plaining about lack of attention to their 
yeal desires. If we would spend more 
time stressing in our window displays 
and in our dealings with our people and 
in our advertising, the subject of ser- 
vice, I believe we would get a lot fur- 
ther in building profit for our busi- 
nesses and getting a larger share of 
the dollar. That’s not an 
easy field in which to work. I am well 
aware of the problems that are involved 
there, but it is a field in which there 
are opportunities as big as al] outdoors. 

“Probably the most effective thing 
we improve our service to 
our customers is to buy fewer patterns 
and buy more depth. Select any store, 
check its stock on the four or five best 
selling numbers. I can almost guarantee 
there will not be in stock a pair on 
each of the four best selling sizes in 


consumer’s 


can do to 


those leading shoes. Customers just 
can’t understand why stores do not 
have the middle sizes at all times in 


the best selling shoes. And let’s ask our- 
there really any good rea 
buy fewer patterns and 


selves—is 
Let's 


more middle size 


son. 


More Promotion Needed 
“ A 


acting 
to spend 


program of 
we need 
promotions 


point in the 
like merchants 
money 


final 
more 

for 
industries 


more 
in this industry. Other are 
doing a better job because the members 
of these other industries spend more 
money for advertising and pro- 
motion. We do a pitifully small amount 
in this direction. 

“There is a lot of money wasted in 
advertising undoubtedly. Old John 
Wanamaker used to say that half the 
money spent in advertising was wasted, 
but he didn’t know which half, so he 
was going to keep right on advertising. 
It takes more spend more 
money in advertising, but I believe this 
is something that will produce results 


sales 


markon to 


in the end, However, let me say this. 
Advertising is not a miracle working 
factor. It will not produce immediate 


ales and in fact it will be hard at time 
to see just where it does help. We have 
found in tests that we have made that 
when a campaign of advertising is 
started, for the first six months it is 
difficult to see any real results. But 
then the results gradually begin to show 
up and reach the maximum in about 
two years. There again, we are 
prone with our advertising to stress the 
sales of a particular item that we are 
advertising. Remember the consumer is 
more interested in the kind of service 
that the store gives than in the partic- 
ular item. The item that we use in our 
advertising should be to illustrate the 
kind of fashion service that the store 
stands for. The advertising should ad- 
vertise the store or the line. The same 
thing should apply to our window dis- 
plays. They should help build a reputa- 
tion that will build more business and 
more profits.” 


too 


PPSSA Well Attended 
But Buying Delayed 


[CONTINUED FROM PAGE 32] 


tional one-straps on shells, were in 
most of the lines. Classic saddle ox- 
fords are still big volume but plaids 
have been a big surprise. They may 
take the edge away from the brown 
and white and black and white com- 
binations. 

Colors lined up with black patent in 
first posii.on; black with white trim 
next. Reds and blues were good, es- 
pecially with buyers from the metro- 
politan areas, and even in barefoot 
sandals. Greys got good reactions and 
there is every indication that as the 
spring season progresses, white will be 
very important. 


Children’s Business Looks Good 


In summing up, both manufacturers 
and retailers were confident that there 


is good business ahead in juvenile 
shoes. 

At the fashion breakfast, Mel A. 
Reese of A. S. Beck Shoe Corporation, 


chairman of the PPSSA Men’s Style 
Committee, evaluated the current men’s 
shoe picture and demonstrated the ac- 
curacy of the committee’s forecast, 
made six months ago. 

Frank C. Rooney of the Melville Shoe 
Corporation, and Alan H. Goldstein of 
Plymouth Shoe Company discussed the 
trends for next spring and summer. 
They considered plushy, reversed 
leathers as offering a prime opportun- 
ity for promotion; stitch and turn 
treatments as an important style devel- 
opment; and they look to soft, glove 
leather casuals as the best medium to 
increase sales. 

They saw, too, a need for a new dress 
casual to project the current accep- 
tance of the casual for country wear 
into street and business categories. 


N. Y. Travelers Set Meeting 

New YorkK—The annual meeting of 
the Boot & Shoe Travelers Association 
of New York will take place at the 
Collingwood Hotel, Mirror Room, De- 
cember 19 at 6 P.M. 

Reports will be read by the chair- 
men of the various executive commit- 
tees covering the organization activi- 
ties of the club for the year 1956. 


Resigns from A. J. Beford 


Lititz, Pa.—Fred J. Zaiss, formerly 
treasurer and sales manager of A. J. 
Beford Shoe, Inc., and also of Garden 
Spot Shoe, Inc., has sold his interest in 
these two Lititz companies. His resig- 
nation takes effect December 1. After 
that date he will devote al! his time to 
the fast expanding business of Kutz- 
town Shoe, Inc., of Kutztown, Pa. 
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How Jarman pre-selis customers 
with beautiful works of art 


Jarman’s distinctive “Port 


rirait i? hey ire the talk a custome 
of shoe advertising They re oto pretty pict il but imped | 
they re practse il They dra { lor | a j ell 
color unusual background and rtisti 


| irtistie composition, mark the Ports Ly 
What’s more, by showing the Ja n styles ; tyling 


rr ty] is lifelike a 1 J 
photography and printing can n ke also draw li Loy nthe (diistt 1 tie 
droves of pre old men to Jarman dealer Phat of course of dealer ho re 
is the prool of the pudd Phat he more-tl ! | evel \ 
justification for all the time and effort and « | that Wi 
o into the preparation ol Jarma national advert ne vou ca e Jay 
Any dealer will tell you that Jarman does pre-sell 1 y irk) presse 


Q? tO 18” Most Styles 


JARMAN SHOE COMPANY, NASHVILLE, TENN DIV. OF GENERAL SHOE CORPORATION 
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Talking Shop 


Whatever our business, trade or profession, that, we may be certain, is what we'll 
talk more about than anything else. Talking shop ts irresistible. It’s a good thing, 
too. It’s an indication of our interest in what concerns us most... of our desire 


to be well informed. 


Were it not for business publications, each of us, talking shop, would be restricted 
to subjective chatter about what personal experience alone has taught us. Business 
publications are the silent and able moderators of shop talk. Current, thorough, 
authoritative, they point the way to objec tive conversation and provide the facts 


and ideas upon which much of it is based. 


The Voice of Authority rr 


Chilton 


COMPANY 





Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


CHILTON PUBLICATIONS: Department Store Economist « The Iron Age ¢ Hardware Age « Motor Age 
Phe Jewelers’ Circular-Keystone « Automotive Industries ¢ The Optical Journal and Review of Optometry 


Distribution Age « The Spectator « Boot and Shoe Recorder « Commercial Car Journal « Hardware World 
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that makes Gallun's Cascade Calf 





the leather to help sell your shoes 


There's some thing about these 
shoes that is warmingly familiar 
pleasantly reminiscent of comfort 
and complimentary glances. A 
tually, it's right in the leather 


and we call it the “Gallun glow 


This time the lady's eye has 


been turned by Gallun's Cascade 


Calf. A chrome-tanned leather 
available in black and a variety of 
color A rich, fine leather that 
lays Obedient to every line of the 
foot. Be sure to check the Gallun 
numbers in your orders to leading 
UP| licrs. A. F. Gallun & Son 
Corp., Tanners, Milwankee, Wt 





¥ 


"A 


ecdh66s 


well o& ston ft Les | 


Jetterson City, Mo. 


Tweedie Footwear Corporation * 
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Talk Trade 


a 








Byron LOPP, public relations di- 
Bank and 


Denver. 


rector of the Central 


Trust Company. Colo., 


passes along a word on_ selling 
technique: 


“Any 


know his customer as well as his 


salesperson today must 


merchandise. His 


own 


“per sonal 





magnetism’ and thinking have a 
great deal to do with his selling 
technique. He must know the dif- 


ferent types of customers and 
change his sales talk for every cus- 
tomer. Keep alert and abreast of 
events in this greatest adjustment 
period on earth so you can talk to 
your customers on many subjects. 

Don’t forget the human side in 
selling. Although today’s custome 
is the best educated in history, with 
over 60 per cent knowing more 
about the product than the sales 
persons because of TV, magazines, 
etc., she still 


looks on the sales person as a coun- 


radio, newspapers, 
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sellor and looks to him or her for 


advice,” 


) oun R. FEROCE, manager of 
the Thom McAn_ Shoe 
Providence, R. [., 


“Snap closures on boys’ shoes are 


Store in 


says: 


giving us the first really new thing 


in this merchandise group in a 
long time. They are going over in 
a big way. Ninety per cent of the 
high school boys buy them; and 30 
per cent of our business in that 
department has been in this style. 

“This 


more to sell the extra pair than any- 


snap closure has done 


thing else in recent years. The 
boys who would generally buy a 
pair of slip-ons have been buying 
them in about the same volume but 
they have also bought these snap 
closures as an extra pair. Demand 
for these snap closures is also big 
in the girls’ 


asking for 


younger boys’ and 


categories. They are 
them almost every day. 

“The college crowd hasn’t taken 
up this style and it is unlikely that 
they will since a style that origi- 
nates with the college crowd will 
generally spread to the high school 


boys but not vice versa. The style 


that gets its start with the high 


school crowd most generally 
spreads to the younger boys but 
not to the college set.” 


4 + * 


F DWARD P. MUSIAL, co-owner 
of Holmes Bootery in Holmes, Pa., 
says: 


“1 don’t think I'm alone in this 
—*) 
sf 


gripe about deliveries to suburban 


sections or outlying areas not too 
near but far enough from a large 
city. Shipments are way off sched 
uled dates. From manufacturer to 


retailer there is such an_ indirect 
route that shoes which should be 
delivered in about three days, don’t 
get here until around ten days later 
What often happens is that deliv 
eries are retained in transportation 
until some larger nearby city or 
town is served first. Shoes that we 
depend on to reach us within a 
given period are carried along to 
the nearby city and often held over 


needlessly because they have to be 


39 





rerouted to our location. 

Such retarded delivery service is 
not at all necessary. The situation 
should be 


tailers would be glad to pay the 


remedied and most re 


small difference this might entail in 
order to get faster and more direct 
to-the-point arrival. Something must 
be done to prevent these delays of 
merchandise that is sorely needed. 
The loss of 


delivery delays can be drastic. Cus 


business because of 


tomers waiting for certain styles 
and sizes that have been promised 
are not going to wait days on end. 

“| strongly urge shoe manufac 


turers to go over their retail cus 
tomer lists and take note of all the 
business done in suburban sections 
and to find a solution for the slow 
delivery situa 


and indirect shoe 


lion ¥ 


Harry HANSEN, who is in 
charge of all shoe buying activities 
at The Fair in Chicago, says: 
“The coming spring season will 
he a definite challenge to all shoe 
buyers and merchandisers, and they 
should put forth special efforts to 
ferret out the interesting new things 
that customers will want to buy. 
“We are most optimistic about 
business for 1957. We must realize 
more and more, however, that the 
operation is de 


successful shoe 


pendent on aggressive and well- 
planned promotions of new ly pes 
and materials, 


‘As I see it, 


style trends fall into four 


the major volume 
definite 
main categories. [| expect to see 
continued emphasis on the pump as 
the important silhouette but there 
will be new 


added 
lapere d toe 


treatments on pumps, 
with importance on the 
“There will be a lot of interest 
centered on the second style cate 
that of the opened up and 
with the backless 


gory 
sandalized shoe 
shoes gaining in importance, 
“Another stvle trend which should 
gain momentum is the little heel 
shoe, which is already a staple on 
our shelves. Spring will see many 
variations of style in this type. 


“Fourth in importance is the 


flat which embraces a variety of 
styles and patterns. Here, as else- 


where throughout the new shoes, 
soltness and styling are extremely 
important. ‘The tapered toe will also 
be important in this category. 

‘A definite revival of spectator 
shoes is indicated and will be evi- 
dent in various new treatments and 
color combinations. They are being 


played up in resort lines, so it 
seems natural that they will become 


stronger as we get into early sum- 


[eee 


mer selling.” 


Jack HUBBEL, vice-president in 
charge of advertising and merchan- 
dising of The Simmons Co., spoke 
before The 
and reported on a whirlwind tour 


of Russia that he 


Sales Executive Club 


made_ recently. 
His observation of women’s styles 
was summed up succinctly by say- 
clothed. 


Women are 


ing: “Women are not 
| hey re slip-« overed,”’ 
an integral part of the labor force 
in Russia. They are the street clean- 
ers and the ditch diggers, as well as 
being an active part of all industry. 


Mr. Hubbell continued: 





i 


“The deterrent to progress 1n 
consumer goods (in Russia) stems 
from the fact that there is no com- 
petition. They don’t have the fight 
between brands; they don’t have 
the rewards of good salesmanship 
salesmanship. In 


against poo! 


America an automobile manufac- 


turer beats his brains out to make 
his car better than his competitors. 
If he succeeds he sells more, if he 
doesn’t, the competitor sells more. 
And that’s the way you have prog- 
don’t have 


ress. In Russia they 


that.” 


% 4 v 


Pip SHERIDAN, manager of 
the shoe department at Gladding’s, 
Inc., Providence, R. L., says: 

“This season has the most definite 
fashion theme of any season for 
some time and it is being reflected 
in increased business. Fall business 
this year was better than last year’s 
and has every indication of con- 
tinuing on that level. I believe this 
is due to the high fashion dressy 
theme that is so important this sea- 
son. Whenever there is a definite 
fashion theme, it outmodes other 
styles and makes women want to 


When definite 


fashion theme, the shoes already in 


buy. there is no 


milady’s closet fit in just as well 


with the season’s styles.” 





4,2 
~a Ge 


“Hot Styles!" 
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Modernization Means Progress 


Renovation and Redecoration Often Spell the Difference Between Profit and Loss. 


Above: The full-length wall mirror and two- 
level ceiling in the Ingenue Shoe Shop at 715 
Fifth Avenue, New York, combine effectively 
with the color scheme that ranges from off 
white in the ceiling to turquoise in chairs and 
carpeting. Some gold chairs and colorful drapes 


complete the picture. 


Right; Illuminated displays, marbleized saw- 
tooth walls and recessed lighting are the im- 
portant features. The chairs alternate in beige, 
gold and Chinese red. The carpeting is beige 
and ample displays all around give emphasis to 
the handbags and accessories that coordinate 


with or complement the shoes. 











bondar 


Interior of the LONDON CHARACTER sstore stresses masculine decor. 
Natural brown and white calfskin covered wall; natural leather upholstery 


on chairs and neutral beige carpeting. Accessory bar for socks, sweaters 


London Character Shoe Store in Pittsburgh, 
executed by Morris Lapidus-Leo Kornblath, 


Associates, shows well-lighted store front 


Modernisation 


S. S. Silver, Interiors, used off~white and 
shades of red and retained chandeliers and 
relief panelling from old decor in redecorating 
DELMAN SHOE SALON, New York. 

‘ag 


te 








and slippers creates additional sales. 


Means Progre: 


MARTIN’s, Garden City, Long Island, is another example of the 
Morris Lapidus-Leo Kornblath, Associates approach to making max- 


imum use of space, lighting, displays and color schemes. The display 





unit on the wall is composed of horizontal birch strips used in com 
bination with a cordovan mahogany cornice. The “Shoes” sign is 
painted wood lettering on a sea-green Kalistron covered wall. The 
thru-shadow box display units are framed in cordovan mahogony; 
the upholstery is sea-green leatherette; the carpet is neutral gray 


and the ceiling is painted pale curry. 











ei. tox 


Another installation by Morris Lapidus-Leo Kornblath, Asso- 
ciates. THE NATIONAL SHOE STORE on 34th St., New York 
The all-glass modern front shows the interior to advantage. 
The passersby can see through to the women’s shoe depart- 


ment’s gray carpeting, white ceiling, cordovan mahogany walls. 


and yellow and white leatherette upholstered chairs. {bove right—-Dramatic view of display units recessed 


in marble wall. Redwood panelling contrasts with op 
posite mezzanine, faced in white leatherette. Terrazzo 


stairs and ebonized handrails are used 
























































vom eons A Porttolio of New 


THE FAIRFIELD DEPARTMENT STORE, Fai: 
field, Conn., retained Telchin & Campanella, in asso 
ciation with Herbert C. Elton, architect of Bridgeport. 
Conn., for their modernization program. 

\bove is an artist’s rendering of the proposed store 
front and, below, the children’s shoe department 


These renderings became accomplished fact last month 


when the newly-decorated store was formally opened 


The photo on the left shows a detail of the colorful 
carts that serve as stock shelves, as well as recessed 
displays for children’s shoes. The photo on the right 


is a view of a section of the women’s department. 
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Artist’s rendering showing the proposed modernization and ex 
pansion for the men’s and boys’ shoe department of M. SCHWARTZ 
& COMPANY, Poughkeepsie, N. Y. The curved wall is a focal 


point in the overall store design. Expert use of color, lighting 





displays and furnishings create a thoroughly masculine atmosphere 


To the right is a section of the floor layout showing the details. 


Nhoe Departments 

h ® @ 6 
* TELCHIN & CAMPANELLA, Architects, New 
York City, who created these interiors, have been 
designing, and carrying through to completion, store 
modernizations, expansions and new installations for 
the past twenty years. Examples of their work may 
be seen in cities across the country and abroad. 
Charles S. Telchin, senior partner in the firm, is 
the author of the “Store Design Bulletin” prepared 
as a service to the members of the National Asso 

ciation of Retail Clothiers. 


Below: The architect’s plan and the artist’s sketch for a proposed 
women’s shoe department. The curved wall is again employed to 
emphasize the modern trend. Recessed displays for shoes and 
accessories, attractive lighting fixtures and colorful appointments 
make this an outstanding department in anv store Blueprint al 


left shows arrangement of chairs and stock 








Suburban Store With an 


Monkeys. children’s barbers, sub 
urban ranch-type design and_ striking 
colors are all a far cry from old-time 
shoe merchandising techniques, and it 
that 
have gone into the new suburban store 


of Hess Shoes, Baltimore 


is just such individual touches 


The shop, which carries a complete 


line for the entire family, is situated 
in a new shopping center at Kast Point, 
just outside of Baltimore. The center 
is ideally located at a clover leaf trafli 
circle, connecting two main arteries, It 
has a representative selection of spe 
cialty shops plus food and department 
stores. Characterized by plots of shrub- 
broad 
the 
of the U-shaped shopping 


L000 cars can be 


hery and plants, it features a 


roofed over - promenade within 
yo rimetet 
Over 


area accom 


modated in the parking lot. 

Surrounding the center are new and 
typical communities, composed mainly 
of young parents. Consequently chil 
dren make up a considerable portion 
of the population 

And herein lies an essential feature 
of the Hess retailing 


program met 
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chandising for children. 
The store, over 7500 square feet of 


The left side 


wall is white-painted brick, a distine- 


it, is a spacious oblong. 


tive suburban touch, which George B. 
Hess, 


well worth the additional maintenance. 


a partner in the firm, considers 
On the left side of the store is an aisle 
that runs through to the rear exit, com- 
chec ker-board 


which 


posed of pray tiling. 


The center section extends al- 


most to the and which contains 
the fitting 


marked off by pray carpeting. 


rear 
several departments is 
Another 
section at the right, concealed by dis- 


the stock 


racks, running the entire leneth of the 


play partitions, contains 
store 

Upon entering from the front, the 
customer is welcomed with a rainbow 


of color 
bar. To the left is the hand-bag and 


from a casuals and_ slipper 


Immediately behind 
bar is the 


followed by 


hosiery counter. 
and 


chil- 


women’s 


the 


the slipper 
men’s section 
dren’s section. 

Panelling of pickled pine combined 


with the white brick wall gives the 


effect while, 


through skillful use of different color 


sought- for suburban 


motifs and shoe-display break fronts, 


section has a character of its 


Yellow 


dominate the men’s and 


each 


own. and green pastel shades 
women’s fit- 
ting stools, chairs and decor. 


The 


pink and aqua. A huge circus parasol, 


children’s section is done in 
multicolored and on a striped pole, 
stands above the walking platform, on 
which salespeople test children’s shoes 
for fit. 

“We have tried to capture the invit- 
ing atmosphere of suburban casualness 
and ease,” states Mr. Hess. “We think 
we have achieved this with the use of 
striking pastel color combinations and 
with the amplitude of space.” 

There are two outstanding features 
in this store which are aimed directly 
at increasing the children’s traffic. 

A monkey cage, set in the window 
to be on view either from the inside 
or outside, faces the children’s section. 
Monkeys were tried with great success 


Hess 
[TURN TO PAGE 64, PLEASE] 


in another. earlier, suburban 
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Left: Entrance to the East Point 
Store. Note the broad roofed- 
over promenade. The sign at 
left points the way to Monkey 
Town. The new shopping cen- 
ter is in the midst of several 
new and growing communities. 


By WILLIAM HALLAHAN 


Right: Looking straight back to 
the Snippery, a barbershop for 
children. Slippers and casuals 
for the holidays are featured in 
the rack, foreground. The 
monkey cage is to the left, in 
the children’s section. 











Hess Shoes’ New East Point Store Has Features That 
Appeal to Casual Living Suburbanites and Their Children. 


Accent on Youth... 








Spaciousness and harmonious colors create a re- 


laxed atmosphere. 
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The display rack divides two 


shoe sections, | carnival aur in the children’s SCC 


tion is obtained by using a candy striped parasol 
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by BILL ROSSI, Field Editor 


Inside Shoe Business 





Upgrading Versus Down-Pricin 


New Merchandising Practices May Force Some Important 
Changes In Our Traditional Ideas on Shoe Retailing. 


Tue cry becomes louder and more distressed— 
the pained cry for the need of higher markup 
and better profit margins. We hear its rising 
intensity everywhere in shoe business today. 
And with justification, too, as the cost-price vise 
tightens. 

But the tragedy is that the hope for relief is 
shoe business con- 


slight and bleak so long as 


tinues to think and function in some of its tra- 
ditional patterns. 


We're talk, 
real action, concerning “upgrading.” 


and seeing some 
Much of 
embracing this as a hopeful 


hearing much 
business is 
solution to the problem of markups and profits. 
Yet, despite all the talk and action, we see a 
paradoxical decline in the average retail selling 


shoe 


price per pair of shoes, as indicated by a recent 
National Shoe Manufacturers Association study. 
Thus the “upgrading” seems to be more than 
counter-balanced by the increased purchase of 
lower-priced shoes. 

While we talk of 
higher markups 


A further irony steps in. 
the need 
and profits, in comes a dynamic new phase of 
the 
main operating principle is down-pricing or un- 


for upgrading and 


merchandising discount house whose 
der-pricing. The phenomenal growth and influ- 
ence of this type of operation is in direct con- 
flict with the current upgrading and up-pricing 
trends of shoe business. This conflict of con- 
cepts is already creating a disturbing stir in 
many of retailing, included. 


There are some merchandising leaders who be- 


branches shoes 
lieve that a genuine upheaval may be in store 
for retailing. This will happen, they say, 
so much because of the competitive factor but 
because the proving that a 
better profit can be made with lower barkups. 

If this sounds contradictory to common sense, 
take a look at some of the cold facts. 
inc., the nation’s largest discount house, is show- 


not 


discounters are 


Korvette, 


ing a 3.2 per cent net profit as against a 2.1 
per cent for Gimbel’s and 1.6 for Macy’s. What’s 
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more, it’s doing it with an amazingly low 20 per 
cent markup as against the regular 40 per cent 
used by department stores. 

These discount 
better net 


houses are making an even 
profit showing with shoes—and at 
the same 20 per cent markup as compared with 
the 40-to-45 per cent required by regular shoe 
stores. And this drastic yet profitable merchan- 
dising concept is selling shoes. This year, Kor- 
vette alone will dispose of 225,000 pairs, and in 
the next two-three years expects to raise this 
to 4,500,000 pairs for a $13 million volume. At 
a minimum 4 per cent net, this promises a hand- 
some half million in dollar net profit. (Note: it 
expects to do better than 4 per cent net.) 

True, the basic concept of the discount house 
is different. But so was that of the shoe chains 
when they started—and today the chains ac- 
count for about 23 per cent of the shoe dollar 
volume and at least 30 per cent of the unit vol- 
ume sales in all shoe business. Now the chains 
themselves, along with the independents and 
the department find chal- 
lenged by an even more drastic merchandising 


stores, themselves 


concept—and one that can represent a genuine 
threat to all basic existing practices in shoe 
business. 

Don’t be misled by some of the misconceptions 
about 
They don’t sell defective or shoddy merchandise. 
Their stock is clean, and much of it branded. 
They have qualified and experienced shoe sales- 


discount houses—particularly in shoes. 


men who fit shoes and render the conventional 
customer services. Yet these salesmen are paid 


higher wages than average—despite the low 
markups. 

There are two basic answers to the obvious 
question, “How do they do it?” First 
and traffic. This the 


sales volume which can justify the low prices 


is huge 

constant creates heavy 
and markups and provide a sound net profit. 

But perhaps even more important is the cost 

[TURN TO PAGE 65, PLEASE] 
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Naturation Advertising 





(pens Mens Shoe Section 


More than 450,000 advertising impressions in five 
days in a city of 35,000, that is what Moore’s of Santa 
Fe did recently to open their new French Shriner men’s 
shoe department. 

“Sales have been better than we had hoped for”, 
said T. L. Moore, Sr., President of the store. “We feel 
that sound planning and promotion certainly helped 
get this new department off to a flying start.” 

established (1913) 


clothing store with a fine reputation built on famous 


Moore’s is an quality men’s 


brands and friendly service. Five years ago they 
decided to add a men’s shoe department and two years 
ago decided on the French Shriner brand. For the 
past two years all of the men in the store have worn 
lrench Shriner shoes to become thoroughly familiar 
with the shoe they would be selling. 

The opening stock was purchased for delivery in 
Santa Fe by July 1, 


were ordered for delivery on the same date. Advertising 


1956. Specially designed fixtures 


and promotion plans were made and scheduled. All 
types of material including films, records, booklets, ete. 
were assembled for a two-week training course even 
though the majority of Moore's salesmen had had 
previous experience in fitting and selling shoes. 

with one 


By July 1 everything was set. Everything, 


PLEASE | 
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N ewspapers, Direct Mail, Radio, Store Dis- 
plays and Windows Were Used by Santa le 
Men’s Store to Announce Their New Service. 


Above: Moore’s uses a specially designed shoe settee and 

island for stock. Fixtures are of limed oak and upholstery 

in genuine leather, The island stocks shoes on both sides 

The settee seats three people comfortably and chairs add 

to the seating capacity. Notice the shelf on three sides of 
the settee which gives added display space 


Below: A composite showing different pages from one of 

Moore's mailing pieces. Twenty five hundred announce 

ments were sent out. Newspaper and radio advertising 
were also used, reaching everyone in Santa Fe 


Moores 





rw 
paid 
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I lat Heel Pumps and Stepins with Goring Adjustment Leaders in All Lines. 





One and Two-Eyelet Ties Also Popular. Lower Wedges Introduced to Meet Demand. 






by ELEANOR M. RUTTY 






COLORFUL, pretty, style-conscious and also very fit in many of the higher riding pumps. Striped fabrics 





functional. the 1957 fashions in rubber-soled casuals often turn them into a very smart and decorative 






meet many daytime summer needs. Women like them feature, 





for a number of good reasons. We have just named In fabric upper materials, prints are in a variety of 





many of them. In addition, they like their low price designs, including a few abstracts, plaids, checks and 






and the fact that these shoes can serve several pur- — stripes, this last most often used for the goring. Prints 






poses. For vacation travel they are ideal, serving as for sock linings are being used, as well. The Oriental 






casuals, beach shoes upon occasion and also as house — theme continues in colorful, gold-threaded braid. Straw 





slippers, when the first requirement is to reduce the type materials are in many lines, most popular in white 






weight of travel wardrobes. and natural. As for colors in general, black is most 






In the new 1957 styles there is a very marked trend often given number one rating. Navy and light beige 






toward pumps, stepins, and one and two-eyelet ties, and also rank high. Red will probably be among the top 








away from sandals. Manufacturers, however. recog- four colors for 1957. 
nize the need of a few of these shoes for the more con- Top news is the first introduction of a pointed toe 
servative customer, Goring at the throat ensures firm [TURN TO PAGE 65. PLEASE | 





STYLE Takes Over In 


Right, reading top to bottom: “Open-Aire,” 
women’s sandal on low wedge, a Summerette by 
Ball-Band; “Jester,” one-color pump with peaked 
throat, a Tred-Lite by Cambridge; “Colorama,” 
two-tone pump with mudguard effect, by United 

States Rubber Company. 












Below, starting left, reading clock- 
wise: “Sultana,” bound in gold with 
multicolor goring strap, a Sun-Step 
by Hood; “Persian Pump,” with 
Oriental braid trim, by Servus 
“Sun Hopper,” pump with sun 
burst gold vamp trim, a Summer 


ette by Ball-Band. 





















& 


er-Soled Castials . . 





Above: clockwise, starting extreme top: “Stroller,” a Below, from extreme top, clockwise: Goring stepin 
Sunaire Casual by Beacon Falls; “Jack Straw” a Tred- Bristol; Stepin with goring, Foamtreads, Wellco; Tie, 
Lite by Cambridge; closed pump, a Foamtreads by Converse Casual; “Solaire,” two-eyelet, LaCorsse; 


Wellco; “Black Magic,” a Sun-Step by B. F. Goodrich. “Seascamp,” goring stepin, Tyer 



























































Mademoiselle’s Debonnaire Pump... HUBSCHMAN’S 


CALF #507 flight blue with collar of #3387 flax. Tapered 


toe and midway heel spell exciting news for lower hemlines 
_ Available as well in other Hubschman fashion colours. 


E. HUBSCHMAN @ SONS, INC., PHILADELPHIA 23 


FASHION OFFICE: EMPIRE STATE BUILDING, NEW YORK 1 
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The upgrading trend with the chains is much 
stronger and swifter than generally realized. 
It’s spilling over rapidly into the independents 
and department stores. Significant thing about 
this trend concerning the chains is that “tradi- 
tionally” they abided by the one-price policy. 
Having built their business and reputation on 
that premise, they were reluctant to add new 
prices or upgrade. Now the inflexible price pol- 
icy has become highly resilient. The swing is 
now in high gear, and the several-price policy is 
wholly dominant. 

Chief reason for the turnabout is costs. Prewar, 
costs, and hence prices, could be much more 
stabilized, permitting the one-price policy to 
reign. But postwar volatility and shifts in costs 
forced radical changes in price thinking. At 
first, natural move was to increase prices to 
But obviously, this “in- 
ffationary” trend could go on indefinitely, leav- 
ing the chain without a price identity. The 
wedge of escape was upgrading—adding new, 
higher priced lines to supplement the lower, 
price with which the had 
identified. 

But the chains made a happy discovery . . . in 
They found that 
the higher priced lines sold well, and that these 
attracted new customers previously not part of 
the chain’s clientele. Also, rising incomes and 
living standards opened the door for new mar- 


cover increased costs. 


basic chain heen 


some instances accidentally. 


kets previously by-passed by many of the chains. 
The whole movement the 
chains opportunity to cover costs, and to 
retain needed profit margins, and to expand into 
new markets. As a result, look for a definite 
strengthening of the “upgrading” trend among 
the chains and other retail shoe outlets where 
the one-price policy formerly prevailed. 


has been a boon to 


Interest in credit or charge-it plans is gathering 
momentum in shoe business though still 
largely in the thinking-about-it stage. Chief 
reason, as pointed out in the last issue of the 
RECORDER, is feeling among some shoemen, espe- 
cially in metropolitan areas, that some sales are 
being lost to stores with charge-it plans. 

One significant development: National Associa- 
‘tion of Shoe Chains Stores now has credit-buying 
study under consideration, to be applied to shoe 
stores. No decision yet as to whether study will 
1956 


December |, 


go through, but it’s an indication of increasingly 
serious consideration being given to credit shoe 
buying. While a number of shoe stores—espe- 
cially in better grades—use budget plan of some 
kind, the great majority of shoe stores don’t. 
Kitty Kelly organization is only major shoe 
chain presently with charge-it plan. This chain, 
with 32 stores, has plan in about only 17 of its 
Plan for four 
Customer can buy shoes on credit 


stores. has been in operation 
years. 
but pays 10 per cent service charge. Officials of 
this chain say this charge often doesn’t cover 
service costs. After weighing advantages and 
disadvantages from experience, they say value 
of credit plan is “still uncertain and unsettled.” 
Nevertheless, consumer budget-buying trend 
continues to grow. A multitude of varying pay 
later plans in operation. Latest entry is bank 
credit, spreading rapidly. Consumer establishes, 
say, $200 worth of buying credit with bank. 
Consumer charges purchased items and store 
collects from bank. Bank takes 5 per cent ser- 
vice charge from store. Some shoe stores have 
joined this plan. 

Big problem regarding credit 
stores is cost of maintaining credit setup. Some 
of those with experience say when small-price 


plans for shoe 


items such as shoes involved, credit maintenance 
costs are top heavy because it requires as much 
to service $100 account as $10 account. Esti 
mates are that to credit-service an account on 
one pair of shoes amounts to 6 per cent of the 
price of the shoe at minimum. 


Is the rate of new store openings for shoe chains 
heading for a gradual decline? Some shoemen 
think so, others say no. Contention that decline 
is ahead is that desirable shoe store locations 
getting harder and more competitive to find. 
Plenty of locations, but 
ones to give assurance of required sales volume. 


not enough desirable 
Reason for enormous growth in number of new 


shoe stores—especially by chains—has_ been 
postwar rise in population, plus shifts in popula 
tion (particularly suburban) that have “created” 
desirable new shoe store locations. But major 
upheavals in geographical shifts in population 
may be over peak, at least for a while. This could 
slow down new store openings. However, this 
isn’t seen for immediate future, but may begin 


to show definite trend in two-three years. 





All women will know that... 


Ziwe: 
Smooth ankle and foot 
hugging FIT 


ee... IVELY A PRODUCT OF THE LUCKY SALES CO i 4 A proven SAFE, rugged, 
long-wearing tread 


A truly CLEAR plastic 
rainboot 








“a” BY FAR THE GREATEST ADVERTISING tx 
SCHEDULE EVER! DESIGNED TO : 
HELP YOU SELL AND SELL! 





and LEFTS and RIGHTS 


SMALL (size 5) LARGE (size 8) 
MEDIUM (size 6) extra LARGE 


(size 9) 
med. LARGE (size 7) 
sizes 4 and 10 also available 


in CLEAR and SMOKE 


> + 


All have 


adjustable #707 UNIVERSAL FIT un Dente 


lastic 
ge (best for LOW heels down to flats) © 


#808 FORM Fil Ame Lewes 


(best for MEDIUM height heels) @ 


#909 FASHION FIT 


. ‘he. 
Gone -osions Run Dense” oe 


onk (best for HIGH heels) 


DISPLAY STANDS 

in brass finish, black wrought iron 

or chrome. Smart! Compact! Productive! 
Complete with 3 display boots 


PLASTIC FOOT FORMS 
CARDBOARD FOOT FORMS 
WINDOW BANNERS 
GLOSSY PHOTOS 

AD MATS icky 
ENVELOPE STUFFERS 


Shipping from 3 different points: 
LOS ANGELES, CHICAGO, NEW YORK 


@® © LOS ANGELES CHICAGO NEW YORK Guaranteed by 
941 E. Third Street 1247 S. Wabash 47 W. 34th Street ne 
a NEW address 48 soiree Sia 


December |, 1956 








The FINISH is; 











the Start of the Sale L 
with 


Looks Better Longer 


MEN’S, WOMEN’S AND PARTICULARLY 
CHILDREN’S SHOES need all the finish 
durability you can give them! Retailers 
want shoes that stay factory bright. 
Duralene, the new finish that doesn’t 


“drop off” between packing room and DURALENE ‘ 


shoe store rovides both advantages. . 
. P ee for the packing room 
Yes, and wearers find that this F I 
saa is the newest member 
water-repellent finish will keep its ; 
sparkle far longer — actually of the family of 


eliminates rain spotting. MATT \ f Q) 
The cost? Probably no more than NN (FQ) PINS 


you are now paying because Duralene 
adds value without increasing the cost. 
Ask for a demonstration today! 


Distributed by 
UNITED SHOE MACHINERY CORPORATION 


*Trademark BB Chemical Co. BOSTON, MASSACHUSETTS 
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Boston Sales Hold Firm 

Despite Warm Weather 
DESPITE several unseasonably warm 
days during the first three weeks in 
November, most Boston have 
had a reasonably good month to date. 


stores 


Markdown sales have been no more 
numerous than in other years. Crisp, 
clear days between the end of one 


warm spell and the beginning of the 
next, have produced excellent business. 
Even shearling lined more 
heavily stocked this year than last, have 
moved anticipation of colder days 
certain come. 

At the Solby Bayes store, it was 
ported that the initial stock of these 
boots had been out and 
placed. Orders to date on this protec- 
tive footwear, it had been 
three times larger than at this time 
last year. Contrasting with this demand 
has been the consistent call for casuals, 
many of them in and the light 
tan usually described camel-tone. 
These shoes were found to be 
the conventional type carrying wedge 


boots, 


in 
to 
re- 


sold reorders 


Was said, 


gray 
as 
good in 


heels and also in the newer type which 
carries a low, outside, indented heel. 
In other types, best selling colors in- 
cluded the ever-popular black, also 


beige and red. This store placed heavy 
spring orders during the show 
sored by the Boston Shoe Travelers As- 
sociation and plans to have much of its 
spring stock on hand not much later 
than mid-January. 

Another shearling-boot-minded store, 
Chandler & Co., reports having bought 
all its anticipated requirements at one 


spon 


time—six times as many as were sold 
last winter. In street and dress shoes, 
black suede pumps continue to be the 
best sellers and there has been a steady 
call for red smooth leather. Pumps sold 
included both those with the new point- 
ed toes and those with the more con- 


ventional rounded toes. It was said that 
the former excited the interest 
and the latter contributed 
volume, largely because the pointed toe 
styles do not properly fit some types of 
feet. “Nevertheless,” it was said, “we 
consider it a very addition 
to the style picture.” 

At the main store of the Edwin Case 
Shoe Co., it was estimated that Novem 


most 


the most 


important 


ber business to date had shown a ten 
per cent gain over the same _ period 
last year. The warm weather, it wa 
said, had not affected volume to any 
great extent. Black and the lighte1 
brown shades have sold well in con- 
servatively styled pumps, strap and 


oxford types, with red a leading color 
in casual or sport types. Some call for 
shearling lined boots was noted also at 
this store. 

Volume 
last year” was reported in the shoe de 
partment of Bonwit Teller at 234 
Berkeley Street, in the Back Bay shop- 
ping area. Black, taupe and navy blue 
in best 
and other 


‘somewhat ahead of this time 


de 


colors 


pumps 


as 


mentioned 
Back 


were 


mand. satin 
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Retail Trade 








types of evening shoes were also show 
ing an increase, it was said, as well a 
slingbacks. Both pointed 
and the conventional rounded toe pump 
were selling well, with the rounder toe 
contributing slightly more volume 


dressy toes 


* * 


Dress Shoes Lead 
New York Promotions 


RETAILERS report good business and 
they expect it to continue the balance 
of the year. They look forward to the 
next two three weeks’ selling to 
bolster and even put them ahead of the 


or 


peak sales of a year ago. Good weather 
and holiday buying could help push 
sales to record levels. Stocks 
good shape. Promotions 
scheduled in advance and every effort 
has to have lip 
pers, at-home shoes, 


are in 


have been 


been made enough 


specialties, novel 
ties and accessories on hand. 

Up and down the Avenue, retailers 
of women’s, children’s and men’s 
are promoting dress types. 


hoe 
In women’ 


shoes, the emphasis is on pumps 
closed or open back, slings, sandals, 
pat types. The forepart of the shoe 


is tapered and in most that i 
the new look that will attract the con 
and will mean the for 
buying new shoes. 

Colors start with black and diverge 
irto jewel and bold Roman 


cases 


umers reason 


tones 


LOOK OF 
IMPORTANCE 





Handwork is dramatized in this Johnston 
and Murphy men's shoe advertisement. 
Whitehouse & Hardy, New York. (3 cols.) 


the 
reds. 


addition to beiges, 
blues and The 
generaly compelling 


strip in 


browns, grays, 


promotion copy 1 


with such highlights as: “Big eve 
nings start with a little spat—a satin 
dandy on a silken slipper—leading the 
great elegance of our evening shoe 
poised in satins, laces, brocades. A 
black or white satin opera pump be 
comes a new fashion worn with a black 
buttoned white satin spat; also all 
black satin or velvet. Multicolor silk 


brocade spills over to flower the instep 
of the fleur pump. 


webbed 


The filagree pump 


is black lace over red satin; 
white lace over white satin 

“How does one go about electrifying 
an evening? Do it with 


bold and blazing play of Roman stripe 


Black and flame-colored satin with 
ewn suede stripes, satin with velvet 
ribbon stripes and a silk pump that will 


lead a daytime existence, too, in south 
ern parts.” 
Women 


texture 


have responded to the new 


or slashed leather Elegant 
ornamentation, and good sales figure 
of the shoe retailers 


reported by most 


prove it 


Detroit Anticipates 
Big Christmas Sales 


RETAIL busine continues to be good 
in the Detroit area. The majority of 
hoe merchants agree that sales are 
just about on a par, or slightly above 
a year ago. “And they all anticipate an 
excellent Christmas season. 

Crispy winter weather has arrived 
here in lower Michigan along with the 


mayie glitter of Christmas decoration 
In Detroit, Chandler’ 


ent a di play 


downtown pre 


dazzling window of 
for gala 


atin 


white holiday occa 


White 


hown ir 


winter 
Florentine 
of tvle 


pring-o-lator mule 


ion and 
ilk 


from the very 
to the closed, tapered pump on a baby 


are a range 


open 


Louis heel. Open patterns entirely of 
clear vinyl remind one of Cinderella’ 
lipper Some of these have heels of 
carved, clear plastic, or rhinestone 
tudded heels and vamps 

One leading department store ran a 


glamorous ad on very bare black satin 


hoe “enhanced with a hint of rhine 


stone glitter’ for “after five” wear, the 
copy read 

Gift slipper promotions are well un 
der way for every age group, with at 


tractive displays in the stores and en 


ticing ads in the newspapers. 
Current, non-holiday sales show that 

the school-yard crowd still insists on 

placing the black and white saddle at 


top of the list. 


Two other styles that 


rTURN TO FOLLOWING PAG* PLEA 






rate high in the boys’ department are 
a plain-toe, two-eyelet tie in black with 
storm-welting—and a dressy version of 
the loafer slip-on, also in black. 

Women’s casual sales are running 
mainly to the closed slip-on in a variety 
of tailored patterns, with low or 
medium wedge heel, and in glove leath- 
ers or textured calf. Beiges, browns, 
grays and reds are the favored colors. 

In the men’s dress shoes, the moc- 
casin-vamp, three-eyelet tie in finely 
grained, burnished calfskin, is still the 
best seller. 


Slow Fall Sales 
Stump St. Louis Retailers 


MostT retailers in the St. Louis area 
were not satisfied with the pace of 
selling during the first two weeks of 
November. “Why are things so slow?” 
was asked everywhere. The weather 
was enviable, advertising adequate, 
displays eye-catching, and sales off. 

In women’s upper price bracket foot- 
wear, promotions at present are heavy 
on formal types of holiday shoes, 
mostly opened up styles in a variety 
of dressy fabrics such as faille, satin 
suede, ripple cloth, Florentine silk, il- 
lusion cloth and vinyl. No matter how 
glamorous, alluring and sparkling in 
treatment, holiday shoes for women are 
not selling in any volume. 

Closed pumps, principally in smooth 
black calf, appear to be sellers 
still, both untrimmed patterns and 
buckle-bow-button bedecked numbers. 
Black suedes continue to lose ground, 
but sales of them may revive in the 
three weeks before Christmas. Plain 
sweater pumps of slashed leather are 
moving well in middle price fields. The 
spat treatment is growing steadily in 
popularity, dealers here report. The 
Shoe Fashion Board of St. Louis chose 
a spat pump in black and gray combi- 
nation of the Month for No 


best 


as Shoe 


vember. Available also in two shades 
of brown, the shoe is reported as selling 
satisfactorily. 

Women’s and misses’ casuals con- 
tinue to move as well as any one type, 
especially in the suburbs. Brushed 
leathers are most wanted in skimmers 
and in loafers. Black and gray tie for 
popularity in the stroller field. Al- 
though jeweled flats are getting rave 
notices from high school girls, they 
are not being sold in as great a volume 
as voiced enthusiasm for them would 
indicate. Basic saddles continue to sell 
steadily. 

Sales of children’s shoes have been 
principally of the replacement type, 
school oxfords for boys, one-straps for 
girls. Black is the major color choice 
for boys; red for girls. Brown shades 
are often bypassed when youngsters 
get to vote. Rainboots began to sell 
about the middle of November, aided 
by newspaper accounts of a St. Louis 
professor’s prediction that the area 
would have many inches of snow this 
winter. The unlined, lightweight plas- 
tic boots are currently outselling the 
more expensive rubber ones. Retailers 
report that the plastic boots, available 
in several perky are sold in 
great measure on eye appeal. 

Men’s sales are poking along at a 
slow pace, with outlying family type 
better selling days 
than downtown shops and department 
Surprisingly enough, election 
night, November 6, was reported as an 
exceptionally good night for men’s sales 


colors, 


stores reporting 


stores. 


in outlying stores. 

Slipper bars are mushrooming every- 
where, festively decorated with Christ- 
mas baubles. One major department 
store assembled men’s, women’s and 
children’s slippers at one central bar 
about November 17, aiming at easiest 
gift shopping and coordinated round- 
the-family purchasing. Another depart- 
ment store set up a long men’s slipper 


bar where not only slippers are dis- 





We started it! The leshios pamp with the 


Famous Foam Cushion 


Now ta three heel heights 
by Barefoot Originals 


11.95 


igh ond me 


BLOOMINGDALE’S * LEXINGTON at 50th STREET, NEW YORK 22, N.Y. * 


+ Three stim Hatian beet hetghest 
+ Hoom rubber tamersetes, soft tee bones 
+ Vewiitated eather Hnings to let at throngs 
Hand laned! 


+ Seng-tis boots for comtort 


$900 
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A clever view of a pump to emphasize heel detail and shape. Uncluttered, this 
half page still manages to present maximum information on styling and mail-order 


sizes. Three heel heights. 


Bloomingdale's, New York. {7 cols.) 
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played, but also host shoes, shoe bags 
for closet storage, shoe shine racks, and 
slipper sox. This bar will remain in 
place until two weeks after Christmas, 
in order that the many size and pattern 
exchanges can be handled with mini- 
mum trouble to the store. 

Several retailers report that they are 
badly in need of fill-ins in sizes, but 
are holding off to see if business picks 
up. If they fill in, retailers feel that 
they may be stuck with more shoes than 
a few. If they don’t fill in, they will 


miss sales. 
* 


Chicago Women Make 
Strong Run on Black 


CHICAGO winter shoe business 1s 
now in full swing and early Christmas 
slipper business has helped to stimu- 
late sales and activity considerably. 
Prolonged, unseasonably warm weather 
into early November slowed retail 
sales for a time. But the coming of 
cold weather put the zest needed into 
retail activity. 

Slipper promotions began right af- 
ter Thanksgiving and have been ac- 
celerating ever since. Heaviest ad- 
vertising has been done by the depart- 
stores, which have run nearly 
full page advertisements. This has 
been particularly true of Marshall 
Field & Company and Carson Pirie 
Scott & Co. However, the large shoe 
chains and independent shoe stores 
have stepped up this phase of 
their merchandising considerably. 

Slipper gift buying has already been 
good, but is expected to follow the tra- 
ditional pattern with buying concen- 
trated the final two weeks before 
Christmas. There have also already 
been several large advertisements of 
shoes for cruise and southern wear and 
shoes have played an important part 
in style windows on this theme. This 
extra slipper and cruise shoe business, 
coupled with dress shoe sales, 
and sparked by rubber and protective 
footwear activity, always makes De- 
cember one of the best months in the 
shoe business in Chicago. It is inter- 
esting to note that in addition to slip- 
other gifts connected with 
shoe sales, advertising of regular 
shoes is also exceptionally heavy dur- 
ing December. 


ment 


also 


good 


pers and 
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...- with a Pittsburgh Uhen-Vision Store Front! 


Many 


steady average business, has devel- 


a good retail store, doing a 
oped into a real money-maker—after 
i thorough modernization with a 
Pittsburgh Open-Vision Store Front 
Modern-thinking people are more 
ipt to shop Inan atmosphere which 
is also modern. They are attracted 
by bright 
they expect to find the latest mer 
All of which adds up to 


greater profit for the merchant who 


up-to date shops where 
chandise 
kee ps in step with the times 


Jerlands 


«cellent 


This lovely shoe store 
Memphis, Tennessee, is an ¢ 
example of modern store design 
Che large showcase at the left. made 


of Pittsburgh Polished Plate Glass 


PAINTS + GLASS 


| 


CHEMICALS 


gives good display to the shoes bags, 
and accessories. The smart entrance 
Plate 
Glass Doors and Sidelights, present: 


way, with its two Herculite 


the window shopper with an invit 
ing view of the store interior. Pittco 
Store Front Metal was used to com 
plete the front, which was designed 
by Architects Benjamin Shapiro and 
Robert Tisdale, St. Louis, Mo 
For more information on Pitt 

burgh Store Front 
Pittsburgh Store Front design. just 


Product ind 


send in the convenient coupon, We 
will be glad to send you our free 
tore front booklet. “How To Give 
Your Store The Look That Sell 


There is no obligation on your part 


BRUSHES PLASTICS 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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Free Booklet! 





FIBER GLASS 


1 JUG} 
PITTSBURGH PLATE GLASS COMPANY 


Pittsburgh Plate Glass Company 
Room 6421, 632 Fort Duquesne Blvd 


Pittsburgh 22, Pa 


Please send me a FREE copy of your 


store front booklet 


Name 


Address 


City 


State 
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Joyce's third great 
factory is already 
a-building... 
additional production 


for 1957 


3600 PACIFIC AVENUE CINCINNATI 7, OHIO+A DIVISION OF THE UNITED STATES SHOE CORPORATION 
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CURRENT CONDITIONS 
IN 
SHOEMAKING CENTERS 





Chicago 


Acrivity in the Chicago shoe market is following the 
The lively 
shown in the new shoes has resulted in a good steady flow 
are booked solid with defi 


nite order writing appointments in the retailers’ stores 


pattern set at the National Shoe Fair interest 


of orders ever since. Salesmen 


Sizable orders have also been written at the various re 


tail shows around the country. A good percentage of o1 


ders had already been placed prior to the Shoe Fair for 
delivery from December 15 on. Now, production is turning 
to handling commitments from the smaller and more con- 


servative retailers. Even in this category some early de 


liveries—as early as January 15—are being asked. A tew 


of the larger fashion retailers, having had some feel of 


consumer reaction to the new styles, are placing second 


orders. 

As far as women’s styles go in the volume category, it’s 
patent and pumps. Patent has already had some activity in 
the stores, where it is showing great strength. There has 
been an increasing tempo in orders in the textured leathers, 
broadtail, pebbled patent, and other special treatments 
Tweeds, which have had some retail sampling and been 
received, are also much in the There is a 


well picture. 


growing opinion that the latter category may be increas 
ingly important as Easter approaches, due to the fact that 
tend to The 
tapered toes and lasts are getting the bulk orders, with the 
the high 


patent may become plaved out. modified 


extreme treatments being reserved for fashion 


outlets. There was originally some caution expressed on 
blue, but navy, the new flight and other lighter and brighter 
blues are all active. Mesh continues strong, stronger than 
originally anticipated. 

Confidence in the new styles and developments appears 
Evidence Is 


to be penetrating the men’s business 1 step-up 


in orders ove a year ago and the past six months and 


also a growing trend to buy a broader range of styles 


New York 


Propt CTION in most New York shoe factories is at 
near capacity. This applies especially to the plants mak- 
Many of 
them have had to accelerate to keep up with scheduled 
dates. Manufacturers of 
report that business is good. They expect added impetus to 
from the PPSSA show. 

There are several pressing problems that confront manu- 
a dearth of skilled crafts 
This often causes delays all along the production 


ing women’s high fashion, high quality shoes. 


delivery popular priced shoes 


result 


fucturers. A very serious one is 
men. 
line and generally culminates in a bottleneck of Jate ship 
beyond the date that the 


effectively. 


ments and time would serve 


retailer most 
Price 


manufacturers. 


has also been an important consideration with 


many Costs keep rising and there is the 
manufacturers withstand or 


before 


of them along to the retailers. 


question of how long 


these 


can 


absorb increases having to pass some part 


1956 
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A few of the style comments gathered from some manu 
facturers of women’s high quality shoes include: “24/8 
toothpick heels, half 

textures in 
at resorts in the South and in the West.” 
“Tapered toes that range from the extreme to the con 


wood half magnesium, as well as 


some new suede have met with very good 


reception 
servative continue to be important in all lines and in 
patterns that include closed pumps, closed toe-open back; 
opened up sandal types, ete, 

“Patent leather in all black or with contrasting stitching 
or trim, especially white, continues to be specified by most 
of the slashed 


crushed calf included in 


Textured or leathers, suedes 


kid-—all 


retailers 
these are most of the 
lines.” 

As to color, black is first 
the 


to have excellent 


The feeling is that it wili be 
White is expected 


even bigger as Season Progresses 


and practically every manu 
stvles 


acceptance 


facturer has one to several made up in this color 


“Tl almost have to wear sun 
There 


with white, beige with 


indicated 
look ul 


white 


One manutacturer 


the shor - through. 


light blue 


glasses when | pomyg 


with 
these for 


are yellows 
white-——all 


as important for 


southern and cruise wear and just 


spring and beyond,” 


Light grays for high fashion, beige tones for volume are 


accepted by many of the manufacturer 
Manufacturers of busi 


The 


that 
peak, 


in the women’s and 


children’s shoes indicate 


and their 


that are 


ness 1 active capacity 18 at near 


style factors effective 


shoe field are equally important in the children’s styles 
the emphasis is on black patent leather, textured 
Manufacturers of 


and 


For girls 


leathers, soft grain boys’ shoes are 


including dress shoes casuals in their lines and are 


reporting good orde rs 


Prospects are that busine will he good for now and 


into the new year 


St. Louis 


Fo LOWING the regional shows, the spring shoe picture 
j beginning to take hape 


feel 


too much hesitaney in placing orders 


Concerning volume ome manulacturers that re 


tailers are displaying 


for spring shoes. At least one producer reports that re 


being shortsighted in this by failing to 


that the later | 


tailers are respect 


recognize ister of °57 can and should mean 
tutel The 
stock 
‘ irly 
By follow 


could he 


econd pair during Easter week 


plan a producer feel 


hould get 


display and promote volume 


extra sale if retailers 


that in very early, then 


o that the aver 


merchant 


primp 
elle 


age woman will purchase early up promotion 


of other spring styles, a woman lured into the 


stor for a 
concede that sales volume is up 


General line producer 


Orders 


Irom st irtling 


to par for basies are being written in satisfactorily 


but far Two specialty houses re 
can handle with 


bright 2 soth 


amount 
prospec ts for 
full 


although 


port ill the busine they 
the 
schedules for 


small] 


next few months “very anticipate 


core time to come | pped prices, 


met with resistance for one of the two producer 


} 
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A RED CROSS SHOE 


IN 1956...A NEW HIGH 
OVER 5,000,000 PAIRS 


IN 1957... Red 


brand-new re 


lay 7. 
are already looking forward 


additional production capa 


thou he unprecedented demand 


even more powertu national adv Lising, even greater style 


cheduled...to make Red Cross Shoes and Cobbies America’s 


‘ brand of fine footwear by an even wider margin! 
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Since other firms are “ready to grab the business,’ com 

promise prices followed in many Cases. 
Manufacturers attended the Dallas 

the report that there was no big urge to buy there. One 


producer stated that many merchants in the southwest area 


who show confirm 


are holding off, since severe droughts in that section have 
kept smaller accounts overloaded. Attendance was reported 
good at the opening, very slow thereafter. 

Spring trends in women’s shoes all point to the 
tapered toe. It will be seen in all price categories and all 
degrees of taper. Thinness of heel, lightness of construc- 
tion, and femininity of appearance will keynote patterns, 
manufacturers concur. One St. Louis producer advocates 
that retailers’ buying plans for spring should consist of 25 
to 35 per cent tapered toes. His theory, especially for the 
merchant in a small town, is that if the merchant will take 
the trouble to set 


tapered toes, he will find that his store is looked up to as 


himself out as style leader on these 
a fashion center, not looked down on as a store lagging a 
full season behind styles. 

For some manufacturers are emphasizing casuals, which 
includes mid heels as well as flats and wedges. Because 
a definite 


planning, response is gaining momentum 


Milwaukee 


Reports from most shoe manufacturers here indicate 
cautious optimism over the business situation. Information 
from that the 
noticeably cut into store traffic, and hampered volume has 
tended to outlook of 
Spring ordering. they claim, has been roughly at the same 


casuals fill need in every woman’s wardrobe 


retailers unseasonable fall weather had 


temper the some manufacturers 





levels as last year at this time 


in the ladies’ footwear field, reports of current ordering 


from fair to excellent. Producers of men’s and chil 


vary 


dren’s shoes, howe ver, are the ones who appear lo be evrnne 


restrained in their evaluations of Shoe Fair result 


and their outlooks for 
Employment rolls throughout all 


what 
spring buying 

segments of Milwaukee 
the same healthy levels noted a 


industry are maintaining 


year ago, although wages have taken a small rise. Shor 
manufacturers, along with retailers express confidence that 
any dip in sales experienced this fall will be more than 
made up in the months ahead as the full impact of normal 
winter and holiday buying becomes felt 

Several manufacturers reported that their orders written 
at the Chicago Shoe Fair and other regional shoes were 
not accurate business weather vanes. “We still have to get 
out and make the personal selling calls on dealers to get 
our business,” felt. 

One reported that his firm was exceedingly optimistic 


feeling among firms making shoes for the feminine trade 


they 


over the outlook for footwear this spring. General 


is that buyers were not committing themselves heavily on 
the new style trends, and are only sampling the advanced 
numbers. The bulk of the women’s shops will continue to 
emphasize better quality leathers, and upgrade their of 
ferings. they reported. 
The mottled 


turing two-tone effects were reported 


types of Jeathers for women’s shoes fea 


as having met with 


much favor at the Chicago Shoe Fair 





SHOE ENOUGH 
By Bess Ritter 


ONLY those who enjoyed an income which met the re 
“tack 
Massachusetts in the 1660s, and this isn’t the only reason 
Although it 


many 


quirements of the law could wear the boot” in 


footwear was a favorite, 
foot. it had 


large enough to 


why this type of 


looked extremely clumsy on the prac 


tical advantages. It was wear over a 
shoe or a slipper, and the top of the boot was lined with 
small pockets so that the wearer could carry papers and 
small objects there These two features (which meant 
that a horseman could don the boot for out-of-doors activi- 
ties, carrying his personal belongings where he could get 
at them quickly, then pull the boots off easily and be com 
fortable in his shoes before the fire) plus its original ex 
clusiveness, made it the generally worn boot by the 18th 
century. It was constructed from cowhide to last a life 
time, then the leather was waxed and coated with tar or 
Finally, it was polished, and this accounts for the 
origin of the ignorminous word “blackguard.” Originally 


blackened this 


of boot but it evolved into the general name for any menial 


pitch. 


blackguard meant the fellow who type 


who did scullery work. Finally it was broadened to include 
“dirty work” of a nefarious nature 

Although ancient Greek ladies didn’t have high heeled 
shoes to wear, they added to their height with the help 
of a sandal which had a three inch high sole. This was 
adapted from a shoe that was first worn on the stage in 
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order to give added majesty to the gods and the heroes who 


were portrayed, It’s interesting to note that as soon as 


took 


carrying the height to such an extreme that they aroused 


the women over this style, they improved on it’ by 


the real criticism of the Opposite sex 
The aristocratic Spanish maiden of the 1680s rarely per 
mitted any man to get a glimpse of her feet. by concealing 


skirt and 


sidered it a privilege to view her toes 


them under many wide even her fiancé con 
She wasn't allowed 


to wear footwear that had high heels until after she was 
married. A “foot 
in other parts of the world at thi 
Slavic 


until 


modesty was ob erved 
Among the 
peoples young women couldn't wear; heeled hoes 


in the Orient the ladies of 


similar sort of 
time too: 
ifter they were wed, and 
the harem had to conceal their feet complete] whe n the V 


eat down 


lod iy 


so old that the 


ystem of measuring the foot with a size tick 


incient Greek shoe merchants employed 


this method when waiting on their customer 
Shoe buckles 
in the 1750s 


twenty thousand workers were employed in 


were such a popular footwear decoration 


among the elegants of Europe that over 


kngland alone 
in their manufacture. It was such a vital industry that 
hoelaces in 
W ale and 
These worthy people did 
their households 


century 


when fashion began replacing buckles with 
the 1790s, 
the Duke and Duchess of York 
ill they could by forbidding 


to wear strings, but by the time the end of the 


an appeal was made to the Prince of 
anyone in 


rolled around, the buckle industry had come to an end 











The Tingley Clog 
in Pure Gum is 
shown above 


Also available in 
Brown & Black 
Rubber. 4 sizes 
properly fit 
shoe sizes 6-13 
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FOR DRESS... 
AND RUGGED WEAR, T00 


Year after year, more Tingley Clogs are 
sold than any other brand. Will not 
gap at the side or pull off the heel. Light 
and comfortable, they are smart looking 
on quality dress shoes and they wear 
like iron. 


Only 4 sizes will give a better fit than 
28 sizes and lasts in old style lined 
clogs. Think what that means in easier 
stock keeping. Fill-ins quickly available 
from nearby distributors. 


Clogs, Sandals, Storm Rubbers and our 
complete line of children’s and young- 
ster’s Rubbers and Boots offer smart re- 
tailers more sales with 3 the inventory. 


RUBBER CORPORATION 
SRP ad Pe, RE 
Rahway, New Jersey ® Established 1896 


A Suburban Store 
With an Accent on Youth 
[CONTINUED FROM PAGE 47] 


store. Called Monkey Town, this cage contains four white- 
faced Capuchins which are natural crowd pleasers and 
showoffs. Although originally placed there for children, 
the glassed-in and temperature-controlled cage attracts 
just as many adults. It is flanked by two hobby horses 
wlile h originally graced a carousel. 

Behind the children’s section is another Hess touch, the 
Snippery, a two-chair barbershop exclusively for children. 

The Snippery is decorated with a kindergarten air, 
brightly striped poles, toy monkeys and vivid colors. 

The store has three entrances, a main, a side and a rear 
entrance. This creates a traffic control problem and a 
hostess is stationed at a stand-up desk at the side entrance 
from which she can oversee the flow of customers from 
all three doorways. At this desk are also the records on 
children’s shoe sales used to remind the children by mail 
when a recheck of growing feet should be made. 

Another feature is the positioning of the stock room 
parallel to the various departments, so that each section 
is immediately adjacent to its own stock. Also, since there 
are no partitions between departments, salespeople can 
move to the busiest sections interchangeably. 

An ingenious series of racks accommodates the stock of 
more than 22,000 pairs of shoes. These racks were devel- 
oped by George Hoffman, who is responsible for store 
layout and design, window displays and store maintenance 
They afford from 30 to 36 per cent more storage space 
than conventional wooden racks, more space, even, than 
commercial metal racks. Although the initial cost is higher 
than wooden racks, Mr. Hess feels this is justified by the 
saving in space. Each shoe box is set on an oblong hoop 
of metal that runs in a series, very much like the scalloped 
tops of wire fencing. Since shoe boxes can be placed side 
by side and since the depth can be adjusted, there is no 
waste space, Also. since the shelves are no thicker than 
a pencil the shelves themselves take up practically no 
space 

Patents are pending on this new shelving, which is being 
manufactured by the Yankee Engineering Company, Balti- 


more. 
The firm was founded in 1873 by Nathan Hess, grand 
father of the present owners. Isaac Hess, his son, opened 


the first retail store in 1890. This is now the men’s store 
Since then a women’s store and three suburban stores, 
including the newest, have been opened. 

Experience with the other Hess stores, especially the 
two earlier suburban stores, has been applied at East 
Point. Layout, design, stock flow and furnishings all com- 
plement each other. The Snippery attracts children, espe- 
cially on Saturdays when the regular barbershops charge 
1 premium for children’s haireuts. The monkey cage and 
hobby horses hold the child’s attention until the barber 
calls his name. While waiting the parent may shop. 

Mr. Hess feels that this new store exemplifies the neces- 
cary features of modern retailing. “Purchasing shoes, 
especially for children, should be made a pleasure, not a 


chore.” 


The Anglo-Saxon wedding ceremony was ended with the 
father of the bride giving her a shoe, and the bride herself 
giving a shoe to the new husband as a symbol of authority. 
Often the father gave the shoe of the bride to the new 
husband as proof he had relinquished all rights over her. 
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Inside Shoe Business 
CONTINUED FROM PAGE 48 

factor. This is substantially below the level of both the 
shoe store and department store. For example, 85 per cent 
of the personnel is involved in direct selling, as against 
only 50 per cent for the average department store. Wages, 
rent, advertising and all other overhead in the discount 
store is around 15 per cent as compared with 33 per cent 
in the average department store. 

But the highlight can be summed up in a simple term: 
selling productivity. While shoe stores worry about the 
high and rising costs of selling, the discount house is able 
to make maximum use of the salesman and his time; that 
is, making every minute of the selling day a productive 
one. This sharply cuts selling costs relative to sales. 

Many merchants and department stores and chains are 
viewing this development anxiously. Some are openly 
admitting the necessity of reviewing and over-hauling some 
of their traditional practices to meet this mushrooming 
competition. True, some things—such as traditional pet 
sonalized service—the discount house can’t offer, though 
its services are far from impersonal. But the real answer 
lies with the consumer. And despite the appeals of con- 
ventional services and practices, the romance of a bargain 
has potent appeal for human nature. For shoe business 
this is a tough challenge. But in streamlining its practices 
to meet this competition, shoe business stands to gain 


much for itself in the long run. 


Style Takes Over in 
Rubber Soled Casuals 
[CONTINUED FROM PAGE 51] 


last. Very limited so far, it points to a new trend in 
rubber-soled casuals. Heels and soles also make news in 
these shoes. A one-inch wedge is new and this is expected 
to replace many of the higher, more matronly wedge shoes. 
One leading manufacturer is making a whole line of flats 

not wedges—for all ages. There is a trend on young 


pumps to hard composition soles for dancing 


Antitrust Suit Filed 
Against Retailers 


WaAsHINGTON—The Justice Department, after years o! 
warnings, has filed its first court suit against a group of 
retailers for allegedly acting together to enforce fair trad 
prices and fight discount house competition. 

The Department has repeatedly warned retailers that 
fuir trade enforcement must be through the courts. The 
suit, a civil antitrust action filed against a Memphis, Tenn. 
retail trade association and seven of its members, charges 
that the defendants “engaged in a combination and con 
spiracy to restrain interstate commerce” in the sale and 
distribution of electric and gas appliances. 

Attorney General Herbert Brownell, Jr.. aelleges in the 
suit that the defendants “conspired to maintain manu 
facturers’ retail prices on appliances; to adhere to maxi 
mum limitations on trade-in allowances for used appli- 
ances; to prevent distributors from selling appliances di 
rectly to consumers; to eliminate the competition of dis 


count houses with retailers; and to adhere to restrictive 


practices in advertising the selling prices of appliances.” 


All of these acts violate the Sherman Antitrust Act. the 
Attorney General contends. 
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BASS 


WEEJUNS* WEEJUN'TIES 
OXFORDS 


No. 734 
* 
juns 
fiqued, 
leather 


er Heels 


No. 2166. Brown Seamle 
Blucher Oxford; Storm Welt 
Double Leather Soles; Rubber 


Heels 


(= 


4 kg 
\ 


* Proven Favorites * Handsome Styles * Fast In-Stock Service 
PROMOTE BASS SHOES FOR HOLIDAY GIFTING! 
BASS -2onves 

FOOTWEAR 
for extra profits, sell the Bass line: 
@ TRAILMASTERS @ QUAIL HUNTERS* 


@ SPORTOCASINS* @ SKI BOOTS 
@ WEEJUNS* @ WELTS 


G. H. BASS & CO., Dept. BS-12, Wilton, Maine 
658 Marbridge Bidg., N.Y. C. 1, N.Y 








If DUCKS WORE SHOES 


pe Y, 
— ie 
, a 


hether it’s fair weather or fit only 
W:. fowl, water-resistant genuine 

leather “SUPERSOLE” keeps feet 
comfortable and healthy! 


“SUPERSOLE” is lighter and more 
flexible, too.: Its unique qualities are tanned 
right in 

and when it comes to LONG 
WEAR, no other sole material is in a class 
with “SUPERSOLE”! 


VIRGINIA OAK TANNERY 


SALES CORPORATION 
27 SPRUCE STREET NEW YORK, N. Y. 





“Shoes Are Made 
Four at a Time” 


BLAINE TAYLOR, manager of the men’s shoe depart- 
Bullock’s 


a very large proportion of his sales two 


ment at Department Store in downtown Los 


Angeles, makes 


pairs at a time. And they’re not cheapies, either. Except 


for English imports, his department features Bates Origi- 
exclusively Average selling price is somewhere 
$15.95. But he 


just as if they were low-end. 


nals 


sells them two time, 


pairs at a 


around 





Blaine Taylor, manager of men's shoe department at Bul- 
lock's, downtown Los Angeles, looks over a display of 
footwear in his department. Unusual island display rack 
is triangular in form, shows 40 half pairs yet takes up 
little space. Pairage is matched to promote two-pair buy- 
ing: department makes effort in multiple-sale direction. 


Taylor has been the buyer at Bullock’s for 23 years, 
knows the men’s retailing picture in this area as few men 
do. Long ago, he decided that there was twice as much 
profit in two sales as in one and went after it. 

“Our “is simple. We just think in 


terms of two pairs instead of one. All our floor personnel 


method,” he says, 


is constantly reminded that unless they show every cus- 
tomer two pairs, they aren’t doing their job. Our ads slant 


Here he 


“Frankly, we just make up our mind that 


for two pairs. Our floor signs plug for two pairs. 
smiles a little 
shoes are made four at a time and have to be sold that 
way. 

Careful planning makes it seem to be just that simple. 
When a customer asks to see a pair of three-eyelet blacks, 
but he also brings a pair 


After the black fit 


casually, 


the salesman gets them in size 
of brown slip-ons in a contrasting style 
is made and sale is just about closed, he says 
“By the way, here’s a nice casual brown to go with that,” 
and then plants the idea of shoe-wardrobe-to-select-from 
Absolutely no high-pressure is used; just a casual mention 
that these would be awfully The buy 


mood has been established with the black pair and only a 


nice to have also 
little suggestion is needed to stretch it at that particular 
instant to include another pair. The approach succeeds a 
very satisfactory percentage of the time. 

Further inducement is added by pricing policies. Two- 
pair prices are two or three dollars less than per-pair; two 
pairs of $14.95 sellers might go for $26.95, for example 
The small saving provides additional psychological im- 
petus to take the second pair 

All advertising in newspapers and other media stresses 
When prices 
ture and description, it is always given as 
lettered the same 


the double buy are quoted alongside of pic- 
“so-much per 
pair; two for so-much,.” Floor cards are 


way. It’s all very subtle and pressurizing is never resorted 
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to—the system is more of a mental acceptance of a basic 
idea that people just buy shoes two pairs at a time, 
that’s all. 

A triangular display rack. devised in this store, displays 
pairage on both sides and is used as an island show- 
case. Footwear displayed there is always two-by-two; 
half pairs that would logically complement each other as to 
color, styling, and dressiness are displayed alongside each 
other. 

Taylor feels that it is at least as important to sell his 
staff on the product as it is to sell the public. He does 
this in many ways. One gimmick recently used was a 
drawing for pairs of Bates shoes, open to all employes of 
Bullock’s in all departments. Manufacturer's representa- 
tive Harry Glassman donated six pairs of the product; 
merchandise manager Walter Bergquist co-operated. The 
art department of the store lettered placards announcing 
the drawing and these were strategically placed at all em- 
ploye’s entrances, inviting them to report to the men’s shoe 
department and get their free tickets to the drawing. Some 
400 employes responded on the morning of the event. As- 
sembled shortly before store opening time, Bergquist in- 
troduced Bates representative Glassman, who spoke briefly 
on the merits of the shoe, pointing out sell points that 
would help everyone. The drawing then took place, win- 
ners selected their wanted styles, and employes took off 
for their stations well-briefed in what one department was 
doing. 

Just as a by-product, the line was thus also introduced 
to a large, well-heeled audience. Department store em 
ployes themselves represent a potential market for mer- 
chandise that should not be ignored. 

Through these and many other subtle touches, Taylor 
has built himself a department in a highly competitive 
field. And he has succeeded in doing what many another 
establishment would like to do: sell shoes two pairs at a 
time. 


A Full Size Baby 
Footwear Department 


Arvapa, CoLo.—A full size baby shoe department is an 
outstanding feature of the Family Shoe Center here owned 
by Otto Wickmann. 

Wickmann, a shoe department manager for Montgomery 
Ward for many years, joined forces with his mother, who 
formerly operated a style shop in Canyon City, Colorado, 
to open up the shoe store, which is designed to do a “really 
complete job for the entire family.” Located on Arvada’s 
Main Street, the shop is a surprise to most entering parents, 
who find, in addition to complete boys’ and girls’ footwear 
departments, that there is a well stocked baby shoe de 
partment in a separate room partitioned away from the rest 
of the store. 

In a space of 10 by 10 feet, Wickmann has laid out a 
“baby footwear department” which includes three brands. 
Young’un, Tag A Long and Red Goose. Walls in the room 
are papered in standard nursery tradition, with low simu- 
lated leather benches around two sides providing for com 
fortable seating for tiny customers from bassinet to toddler 
ages. 

With three qualified fitters in the store, the baby shoe 
department is being aggressively pointed out to every cus 
tomer who enters whether they bring infants along or not 
“We have found that word of mouth is our best adver- 
tising asset,” Wickmann said. “Often, a new customer who 
brings in two or three small children at a time for foot- 
wear points out that we were recommended by a friend.” 
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NOW, MAKE YOUR Own 
MONEY-BACK » 
TEST OF 


woLVERIN= A 


Horsehide and Pigskin Work Shoes! ence aracee 
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Discover the difference in 


Work Shoe Sales 
and Profits! 


When You Feature the Only 
Brand that Guarantees 
SATISFACTION or MONEY BACK! 


Why not sell Wolverines that don’t come back to 
customers who do? That’s how the sensational 
Wolverine guarantee is working out, the Nation over! 











We staked our confidence on Wolverine comfort and 
wear to make this offer...and what a payoff! Tens of 
thousands more pairs have been sold...less than one 
pair in a thousand comes back! 


That’s where you find the Bic difference between 
selling Wolverines and any other work shoes. 
Wolverine gives you a wide, wide range of styles, too 

.new Wolverine Longhorns, Skinjuns, hand-sewn 
moccasins and Sportmaster Boots in addition to the 
famous triple-tanned Wolverine PIGSKIN and SHELL- 
HORSEHIDE work shoes. And that’s still only part of 
the unprecedented Wolverine merchandising story! 


Right now, you may be able to share gout &, 
in these advantages, for new dealer- £ % 
ships are available in many areas PI t 
Write Today for Full Details z - 

* meno 


WOLVERINE 
SHOE & TANNING CORPORATION 


191 Main Street « Rockford, Michigan 
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iN METAL FURNITURE 


IT's 


SEATING SATISFIES 
BOTH YOU AND YOUR 
CUSTOMERS 


Model 775-G Royal Chairs-in-Gang 
Fiex-Spring Seats, Padded Backs 
Replaceable Seat Crowns 


Why is Royal such an excellent choice for “heavy 
traffic’? areas? Because this long-wearing, good- 
looking steel furniture stays attractive with mini- 
mum maintenance 

For store, office, stockroom—for executive suite 
or cashier—there are hundreds of well-built Royal 
models to choose from, in colors that rival the 
rainbow 

Durable, wipe-clean upholsteries lustrous 
chrome plating sturdy inner construction 
rhis all adds up to true comfort, economy—to the 
Royal Look in modern business 


shoe stools, too 
You'll find this Royal Model 774 Shoe 


Stool in many of the nation’s leading shoe 
salons. Padded seat is upholstered in your 
color selection. Always focal points of 
attention, shoe stools become real busi- 
ness-builders when made by Royal metal 


craftsmen 


Royal Metal Manufacturing Company 
175 N. Michigan Ave., Chicago 1, Ill., Dept. 23-A 


Please send me free folders on Roya/ Metal Furniture and com 
plete information on Roya/ Decorator and Design Planning Service 


individual 
Company 
Street 


City & State_ 
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Partition Increases Sales 
in Men’s Department 


lp the family shoe retailer wants to sell more men’s shoes, 


he will find that partitioning the men’s department away 
from the rest of the store can be a major help, according 
to Don Sparn, head of Cutwest Bootery, in Grand Junc- 
tion, Colorado. 

The Outwest Bootery shop, in the center of the down- 
town shopping district in the “Uranium City,” has stressed 
full-family service for more than two decades and sells a 
market not only made up of Grand Junction but many 
small communities scattered throughout the western slope 
of the Rocky Mountains and the high Colorado plateau, 
site of multi-million dollar uranium strikes during recent 
years. 

When the uranium bonanza brought record traffic into 
the store, Sparn found sales increasing evenly in all de- 
partments except for the men’s department. A little inves- 
tigation revealed that men were conspicuously absent in 
the busy store even though the streets of Grand Junction 
were crowded with more men than at any time in the city’s 
history. 

Making an analysis of the situation, Sparn noted that the 
majority of men on the street were roughly dressed, either 
for prospecting in the arid desert country to the west and 
north, or for working in the uranium-ore mills and process- 
ing plants which were springing up throughout the city. 
Consequently, the shoe retailer began asking men at ran- 
dom where they were buying their footwear and found that 
almost to a man his interviewers preferred not to enter a 
store crowded with women and children, particularly smart 
apparel stores where carpeting, upholstered furniture, ete., 
definitely clashed with their appearance. 

This gave Sparn an idea. While he did not plan to 
lower the smart atmosphere of his store to the “working 
man’s level,” he felt he could at least partially solve the 
problem by partitioning off the men’s shoe department. 
at the rear of the store, so that customers could be 
completely isolated while buying boots, work shoes, or 
dress shoes. Accordingly, a partition 12 feet long, rising to 
shoulder height. was built across two-thirds of the store at 
the rear, forming a separate fitting room with its own 
stock shelving. stools, chairs, ete. Signs in the window point 
out to passersby that Outwest Bootery does maintain a 
separate men’s shoe department. with some of the nation- 
ally-advertised brands carried in stock and encourages 
customers to “come as you are.” 

The result has been a 25 per cent increase in men’s shoe 
sales, which have continued to gain ever since, according 
to the Colorado shoe retailer, While, at the outset, he ex- 
pected the shoe traffic attracted to consist primarily of min- 
ers and uranium workers, a logical concomitant was the 
appearance on Fridays and Saturdays of many farmers who 
apparently passed the word along that they were also 


we kk ome 


It is easy to tell if a Japanese woman is a geisha by 
glancing at the back of her feet, if she is wearing the 
traditional indoor footwear of her country. This is known 
as the “tabi” and consists of a padded white cotton sock o1 
footglove. It has a thick sole and a separate stall for the 
large toe. It is fastened up the back by hooks or snaps. 
The geishas tabi has four snaps. Those of all other men 


and women have three 
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Phonograph Record 
for Direct Mail Promotion 


SENSATIONAL sales results have been achieved at the 
Wallace Shoe Stores in Denver with a highly original 
direct mail program aimed at the back-to-school market. 

Noting the high interest of today’s youngsters in all 
things that have to do with interplanetary space travel 
and other super-science adventure, manager Ed Wrobel 
decided to capitalize upon it as his 1956 back-to-school 
promotion. At the same time, however, Mr. Wrobel could 
scarcely fail to note that most youngsters, like adults, have 
little time for reading and that they prefer radio or television 
presentations of their adventures. 


Mr. Wrobel checks up on a day's receipts of record frames. 


Consequently, the Denver shoe retailer took the reading 
chore out of this year’s direct mail stunt, and instead, ar- 
ranged for a “space-adventure” story to be recorded on a 
small, seven-inch record which, playing at 78 revolutions 
per minute, provided plenty of time for a five-minute 
adventure play. 

The records were made up locally from a pre-recorded 
dramatic series. On the flip side of the record was a 
cordial invitation from the Wallace Shoe Stores to visit 
the boys’ shoe department for back-to-school footwear, 
with a complete description of the lines carried, the fact 
that the stores specialize in careful fitting of growing boys’ 
feet, an introduction of store personne! and other elements. 

“We were surprised to find that most of the kids aec- 
tually listened to the commercial several times, as well as to 
the space adventure story,” Mr. Wrobel said. “Probably the 
major reason was simply that the records were the young 
ster’s own property.” 

Finishing up the “commercial” was an invitation to each 
youngster to bring in his record to any of the three Wal- 
lace Shoe Stores, where it could be exchanged for a gift 

Two thosuand such records were sent out from each 
store, at a cost of approximately $135 per store, in plain 
envelopes, addressed to youngsters who were already on 
the Wallace Shoe Stores’ Birthday Club mailing list. No 
letter accompanied the record and reading matter was 
confined to a few printed words on the cardboard frame 
in which the record was mailed. 

Inasmuch as many youngsters had no access to a 78 rpm 
phonograph at home, they had to go out and scout for the 
facilities in the homes of friends. In this way, at least 
twice as many youngsters were told of the back-to-school 
program, and many of them played the records for a dozen 
youngsters or so, making a ceremony out of the entire 


affair. 
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Saturation Advertising 


Opens Men’s Shoe Section 
[CONTINUED FROM PAGE 49] 
exception—the fixtures hadn’t arrived. 


The shoes, the displays, the carpeting, 
the findings and the advertising were 
all ready. The training school for the 


YOUR "“OFF-WEATHER" SALES salesmen had been very successful. But 
WITH plans had to be postponed. 

Finally, on September 5, after nu- 

ee merous telephone calls and _ several 

personal visits to the fixture firm in 

Denver, the fixtures arrived. The 

opening was set for Friday, Septem- 

\ J ber 7. Two thousand five hundred 

: © announcements were sent to Moore’s 

mailing list. A six column by 18 inch 


0000 © te wspaper ad was. run inthe New 
Mexican, Santa Fe’s daily newspaper, 
e LIGHTWEIGHT 


on the seventh. Window and interior 
displays were installed. Radio spots 
e ONE PIECE MOLDED 
CONSTRUCTION 


were run for five days on a saturation 
e SMARTLY STYLED 


| 


basis over the two Santa Fe radio 
stations. Three line, front page reader 
ads were inserted in the paper for five 
days. Every man entering the store 
was taken to the new department, 
given a shine cloth and told about the 
shoes. A two column by eight inch fol- 
low-up ad was run in the New Mezi- 
can the following Wednesday. A con- 
test for the salesmen at Moore’s was 
set up with prizes (of shoes) to the 
winners. Everyone in Santa Fe pick- 
ing up a newspaper, listening to their 
1adio, passing by or entering the 
store couldn’t help but notice the fact 
that Moore’s had opened a new shoe 
department for men. 

The new department is being han- 
dled by Tom L. Moore, Vice President 
of the firm. After becoming firmly 
established it will be turned over to 
a department manager. “One of the 
most gratifying things about our new 
shoe department,” says Tom Moore, 
“is seeing our enthusiasm carry over 
to our customers. Practically every 
pair sold adds another ‘outside’ sales- 


AAAI 


MEN’S CLOG 
#C-101 
Full sizes 6 through 12 in black or brown. Durable long- 
wearing with rolled sole. Lightweight and easy to slip 
on and off. Packed 24 to the case, 
individually boxed. Weight 25 Ibs. 


MMM 


man to our force.” 


Landis Made Store Manager 


ToLepo, O.—Bernard J. Landis has 
been named manager of Balin’s Shoes, 
new store recently opened in the 
Greater Eastern Shoppers City, a 
$10 million project on Woodville Road 
in East Toledo. Store is owned by 
Samuel Balin. Mr. Landis had been 
with the Lion Store, local department 
store, since 1951 until early this year. 
Most recently he has been shoe buyer 
for Harry’s Clothing Co., Toledo. 


LADIES FLAT 
#L-933 


HANA 


| 
| 


MNT 


One piece, molded, ladies' boot—lasted to fit a wide 
assortment of shoe styles. Closes with removable elastic 
loop, button type studs. Five sizes: Petite, Small, 
Medium, Large and X-Large. Individually boxed— 
packed 24 to the case. Weight 22 Ibs. 


Sa 
th y or 1 <) Y family shoe department is located 
PLAS { i INDE s PRIES, INC. ac ie Seok a iain the aia 
WINONA, MINNESOTA departments. 


| 
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Sears Opens New Store 


LL 


YOUNGSTOWN, O. Sears, Roebuck 
and Co. has opened a new 110,000 
square foot two-story store at 2801 
Market Street, Youngstown, with a 
500-car parking lot adjoining. The 


UII 


= 
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Research—Don’t Let It Seare You 


by JAMES ACKER 


lr you mention the term “research” to many businessmen, 
they immediately envision a big million dollar corporation 
with a special research building, staffed with technicians 
in white coats, or a group of highly paid economic experts 
with numerous calculating machines grinding out statistics 
gathered from all parts of the country. 

That is, of course, one view of the research problem, 
hut the progressive merchant should not let these big 
research organizations scare him off the subject. Research 
benefits the big companies—and it can benefit the average 
size retail store, too. 

No matter how small or how large a store you operate, 
there is need for research about it and its problems. You 
little ex 
pense. In fact, you may be doing some research work right 


can initiate such a research project with very 


now, and not classify it as such. 


A High-Sounding Name 


Research is merely a high-sounding name for finding out 
more about your business, your market, your customers, 
your costs, profits, best selling lines, etc. Research breaks 
down your business statistics into divisions so you can 
study them separately and see what makes your business 
tick, 


means for improving your business, 


Study of this kind very often suggests ways and 


How can the merchant conduct a research program of 
his own without investing too much time or money? If 
you begin today and keep at the job every week, it will 
not be long before you have assembled—in your 


time—a lot of about 


spare 
evidence your business for which 
some so-called expert might charge a considerable sum. 
1. Conduct a survey. Don’t let that operation scare you 
either. A business survey is just a way to find out what 
your customers think of you, your firm and your products. 
It will also reveal what customers think you should add to 
your should 


When you ask customers these things, 


merchandise lines, how you improve your 


service, ete. they 
are usually not bashful about telling you. In fact, most 
of them welcome the opportunity. 

You can conduct such a survey, as follows: 

a. Ask the customers who buy at the store the above 
mentioned questions. This is a direct way and will bring 
some results. I'll wager you have hardly ever asked a 
customer, “What can I do to improve our service to you?” 
Most If they did they’d learn a lot 

Keep asking customers this question for one month and 
you'll have plenty of suggestions, from those who will talk. 

b. You can draw up a questionnaire and hand it to 


customers who come into the store, or mail it to customers 


merchants haven’t. 


and prospects or have copies distributed to your neighbor- 
hood. If you do not require them to sign their names, 
you'll get more replies, especially those of the complaining 
kind. A couple of theater tickets for each completed ques 
tionnaire turned in wins favor in many areas. Your local 
theater may co-operate with a special deal. 

c. Publish a newspaper ad asking for suggestions along 
the above lines and offer $25 in prizes for the three best 
answers. Entrants will need to sign their names in reply 


ing to the newspaper ad. 
The Answer Will Be There 


2. Your want book. This can be a fine research instru 


December |, 1956 





ment. Write down every ttem asked for but which you do 
not stock, also record the number of times it is asked for 


Then, when you 


during a month, six months or a year. 
want to know if it’s worthwiile to stock the new item, con 
sult the want book. The answer will be there 

The want book, too, can also be used for “temporarily out 
It can serve a double purpose. 
unstocked called for 
every week, you could figure on selling more, because if 
you stocked il You 
might sell one and one half or two items per week of a 
\ want book costs little to main 


of stock items.” 


Remember, if an item Was once 


you would advertise and display it 


new item, perhaps more 
tain for both stock and research purposes, and it can be 


very revealing. 


Make a Traffic Count 


3. How many people enter your store in a week? If 
you really want to know, make a traffic count. Perhaps you 
could get your wife to sit in the store and make this check 
for a week. Or hire a retired person for the job. Make 
one day compares 


that traffic count by the day. See how 


with the other. Check against sales. Is trafic heavier on 
the first, second or third day after your ad appears? The 
clearly. You might even 


trafic count will show you very 


stop advertising: for one week and check trafhe with weeks 
when you advertise 
Check the number of individual sales you make during 


the week. Did you sell 30, 50 or 70 per cent of the people 


who entered your store? 
1. Volume sellers. Do you know what lines of mer 
chandise give you more than two thirds of your volume? 


not check on this? The information may guide you 


Whiy 


in determinir sales promotion plans 


ou 
ie 


Check Your Ads 


5. Have you ever wondered if newspaper advertising, 


direct mail, billboard ads, movie ads, ete. are noticed by 
enough people? Research can help you find out 

For a period of two weeks ask your customers about it 
They will co-operate. Do they 


Rec ord the 


as they come into the store 


read your ads in various mediums? names 


and the answers. Such a check will give you enough statis- 
tics to aid you in buying ad space in the future 
such information, but 


Customers seldom will volunteer 


they'll tell you. That’s where planned 


if you ask them 
research pays off 

6. Records. Just about every sale, every promotion, every 
departmental record should be kept and filed for ready 

Your but only to 
One week after some store event has happened 
Make a record of unusual 


window display s that 


They 


reference. mind is retentive to be sure 
a point, 
you forget much of its essence 
effective collection ideas 


Keep the records for 


ad results, 
pulled, etc, future reterence 
can mean extra dollars to you 

What method has proved best for you in 


they 


7. Complaints. 


handling complaints? List complaints, what consist 
of, how handled. Did vou get more complaints this year 
than the last? Why? 

Research is something that cannot be done in a day. It 
final seldom be 


The truth comes out so little for 


Research will show you why 


story it tells can 


And it 


is cumulative, but the 
refuted 
the results achieved 


costs 
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EXCLUSIVE 


FOOT-SO-PORT 
SHOE STORE 


FOOT-s0-pp 


iS A SOUND INVESTMENT 
NOW AND A SUBSTANTIAL 
INCOME FOR YEARS TO COME 


@ Instead of fighting for survival 
in the sea of ever-increasing com- 
petition by lowering quality and 
cutting retailers’ profits, the Muse- 
beck Shoe Company is constantly 
striving to increase the quality of 
Foot-so-Port Shoes. 


@ Even in booming times, as we 
are experiencing today, the retailer 
who shows a smart profit is the one 
who gives the most value for the 
customer's dollar. Repeat sales, 
which is the backbone of the re- 
tail shoe business, is measured 
solely by the quality of the prod- 


uct and 


75% of Foot-so-Port business 


is made up of... 


REPEATS 


ONE CUSTOMER 
TELLING ANOTHER 


PRESCRIPTIONS 


. and that’s because there is no 
other shoe in America today that 
gives such satisfactory perform- 
ance. 


If success is what you are looking for, 
write today for your copy of “The In- 
side Story of Foot-so- semen 
Port Shoes" and full THE 
details concerning INSIDE STORY 
an agen y in your OF 

city. There are fre FOOT-SO-PORT 
quent opportunities SHOES 
for managerial posi 
tions among dealers aia 
who own and operate several Foot-so- 
Port Stores 


FOOT-SO-PORT SHOES 


A Division of Musebeck Shoe Company 
Oconomowoc, Wisconsin 
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Review of the 
Retail Trade 


[CONTINUED FROM PAGE 58] 


Medium toe pumps are the dominant 
ilhouette in dress shoes and have been 
ever mid-fall. Few of the real 
tapered toes are selling except in ex- 
high fashion shoes, where the 
trend is expected to accelerate as 
spring approaches. Most of the shoes 
old are closed up completely, although 
there has been a step-up in activity of 
open backs and open toes for holiday 
party shoes. Dress shoes with spindle 
heels are in demand despite the break- 
which keeps repair de- 


since 


treme 


age problem, 
partments busy. 

Black suede is number one and black 
calf second. This is definitely a black 
eason. Although brown showed some 
inusual strength in early fall selling 
it has dropped off so that only a minor 
percentage of sales are in anything but 
black. Usually the trend is for 60 per 
cent black, 30 per cent brown, 10 per 
cent blue. 

As pumps 
preference for 


increase in sale, so does 
trim in bows, buckles, 
jewels and ties. There have been 
ales of patents, which should 
up fast from now on. 

Casuals remain firm in the buying 
Although dark shades are the 
big movers, and chiefly in black, there 
has been surprising strength in nat- 
ural pigskin. The shag type leathers 
in the type 
treatments have held up especially in 
uburban areas 


ome 
come 


picture. 


boot ties and moccasin 


Suede and Calf Pumps 
Lead in Baltimore 


RAIN during early November slowed 
hoe sales in Baltimore yet certain 
trends have become apparent. 

Black and back 
pumps were of continuing interest as 
well as black calf in the same styles. 
been shown in white 
closed toe and back. 
in strong due to the 


suede closed toe 


Some interest has 
atin pumps in 
Vinyl is coming 
approaching party season, principally 
in springolators and halter styles; some 
with white rhinestone trim. 

Said one retailer: “Detail pumps in 
suede and calf in the closed toe and 
back and in the open toe, closed back 
have been good. Also selling have been 
textured black and brown leather, any- 
thing in the textured leathers. We have 
also noted a slight spurt in red calf. 
Casuals and reptiles are good. For 
January and February we’re planning 
to include cruise wear in our inventory. 
We’re also looking forward nice 
patent leather during the 
same period.” 

Mainly, retailers are watching slipper 
sales until Christmas. “We want to 
see nothing but slippers for December,” 
“We're heavily 


to a 
season of 


says another retailer. 
stocked 
Although black is 


leading, a number 


of colors, both in calf and suede are 
selling well. Winter resort sales are 
expected to be slightly off this year by 
ome retailers although others are op- 
timistic. 
“Tm not much of a 
resort season,” comments one. “I think 
people will stay home. Psy- 
chologically, they are afraid to travel 
because of unsettled world conditions.” 
It will not be until after Christmas 
that any resort pattern will really de- 
then world conditions 


expecting too 


close to 


velop and by 


may ettle. 


Sales Volume Reported Up 
At Pittsburgh Shoe Show 


PITTSBURGH—Sales 
be better than a year ago in the Pitts- 
burgh Shoe Show held recently. At 
tendance was good. 

Sponsored by the Pennsylvania Shoe 
Travelers, the show featured 120 spring 
lines. Sales were mixed with both wo- 
men’s and children’s lines reporting in- 


were reported to 


creases over a year ago, as high as five 
per cent. Men’s dress shoes, however, 
were off, although work shoes were sold 
in volume. 

Tapered toe styles, both in high and 
low heels, created the most stir in wo- 
men’s styles. Black patent was the top 
leather. Broadtail, Piccolo, and Celtic 
leathers were bought in shades of Pri- 
mavera, Flax and French Bread. 
Pumps, mostly open were very good for 
the first three months delivery in 1957. 
were bought for Easter 
trade, in black and white, Primavera 
and white, and blue and The 
all-white styles promise to be a volume 
summer item. 

Little girls’ shoes offered touches of 
adult styling with a lighter and more 
feminine air. Patent leather and white 
seem to be the big combination. Blue, 
in calf and luster, created little inter- 
rhinestones and button ef- 
Slip-ons continue 


Spectators 


white. 


est Bows, 
fects 
in importance with greater emphasis in 
flexibility. 

Following suit, boys’ 
more adult styling especially two and 
three eyelet oxfords in moccasin fronts 
and wing tips. Tasseled 
moved in volume. 

Men’s ripple sole shoes in two eyelets 
sold in good volume, especially in stone, 
gray and olive suede calf. Dirty buck 
oxfords and slip-ons were satisfactory 


were popular 


shoes also show 


slip-ons also 


in volume. 

The following officers of the Pennsyl- 
vania Shoe Travelers were elected for 
1957: Milton Lewinter, Buskens, Inc., 
president; Frank Mirra, Buster Brown 
Shoes, Phillip Landish, 
Virginia Shoe Company, chairman of 


vice-president; 


the board. Board members elected are: 
James D. Hayden, Natural Bridge 
Shoes; Elmer Rosenberg, Fashion 
Craft Shoes; Jerome Schwartz, Ameri- 
can Junior Shoes; Edward Baker, 
Baker Shoe Company. 

Joseph Harris was re-elected execu- 
tive secretary-treasurer. 
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Coast Shoe Show Has Record Attendance 





Selling Mixed Yet Buyers Seem Unconcerned by Price Hikes 
Women’s Style Changes Are Moderate; Heels Are Biggest News 


Los ANGELES—One of the best at- 
tended shoe fairs ever held in the west 
closed November 14 at the Alexandria 
Hotel in Los Angeles. Buyer registra- 
tions were definitely up over preceding 
shows. 

Some representatives interviewed 
stated emphatically that they had 
shown fine sales records. Others felt 
that buying had been slow; lots of talk 
but not much strong action. In _ be- 
tween the two were the group of manu- 
facturer’s reps who reported they had 
many sales, mostly of a sampling vari- 
ety, apparently in an effort to feel 
trends in public taste. 

The representatives who had the most 
action to report seem to be those who 
were making a strong sell effort; well 
decorated rooms, fully staffed with 
hustling salesmen. 

Importance of inviting decoration 
of sample rooms was. stressed by 
West Coast Shoe Travelers Associa- 
tion, sponsoring organization of the 
affair. Awards were made for best 
men’s, women’s, and children’s room 
decorations and for best miscellane 
ous category. 

First place in men’s group went to 
French, Shriner, and Urner, for their 
novel and attention-attracting rou- 
lette wheel setup operated by repre- 
sentatives F. C. and son Dick Goodwin. 

Winner in children’s classification 
was Barry Comden, for his tasteful 
yet modest display of his American 
Juniors line. Best in ladies’ wear went 
to Buskins, Inc., as represented by 
Joseph Ginsberg. Miscellaneous award 
went to McPherson Leather Company, 
represented by Dote McCullah. 

Highlight of Tuesday’s schedule was 
the Fashion Luncheon, hosted by Na- 
tional Carloading Corporation. Meet- 
ing was ably presided over by show 
chairman Harry Glassman, who _ in- 
troduced the noted shoe industry fig- 
ures present. 

Master of Ceremonies for the fashion 
parade was Jack Rourke, of radio and 
TV quiz show fame. 

Fashionwise, the show produced much 
that was interesting, little that was 
startling. The season’s styles will carry 
over much from last year, only more 
so. Textured leathers and shrunken- 
grains increase in importance; they 
will appear even in play shoes. 

The big news may perhaps be heels 
again. Slim tapers, both mid-height 
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and extremely tall, appear in every- 
thing from open-toe halter pumps to 
spectators. For dressy spectator wear, 
the pump appears again, this time with 
fully open heel—no shoe at al] excep 
a tiny closed toe and vamp—-and the 
face of the sole carrying the decoration 
clear around the back. Extremely tall 
slim taper heels, sometimes as high a 
25/8, give the style an extremely high 
fashion flair of graciousness 

Heel interest remains strong all the 
way through casuals. Flatties are ap 
pearing with little shaped Louis heel 
no higher than a conventiona! flattie 
the sides are curved in to give the royal 
French look 

For pre-teens, some lines are showing 
very dressy pumps with extra short 
mid-height Louis tapered heels. Throat 
is cut high to avoid a sophisticated look, 
but the shaping of the heel gives it 
almost a “high heeled” look It’s ex 
pected to be a winner with the smart 
subteens., 


Barefoot Look in Evidence 


In more mature fashions, halters ap 
pear definitely on the way out, their 
place being taken by ling and T 
straps. The harefoot look is still much 
in evidence. In flatties, it’s 
by cutting sides, counter and throat so 
low that they amount to little more 


than a band to keep the sole from slid 
ing off. In pumps, it’s lowered hackline 
that carry the harefoot lool 


Decorated heels are with us more 


being done 


than ever, with many fancy rhine 
stone creations being seen And now 
the vamp ornaments are being made 
to match 

Toe of the shoe retains the tapered 
look; it’s working its way down from 


high fashion to volume pair The 
rounded taper is going out; trend i 
now toward almost a_ pointed lool 


Everywhere, the word is elegance and 
more elegance-—the boyish look 
through. 

Men’s fashions provided more start- 
lers than did women’s and misses’. The 
word “flamboyant” micht almost be 
used. Fancy-Dan shoes in all lines and 
all price brackets. Silk shantung and 
woven nylon inserts in leather unners, 
hesitatingly tried last vear, have an 
peared full blown. Black shoes, vrev 
shantung cut in and comprising most 
of the upper, fastened with a large 

[TURN TO PAGE 76, PLEASE] 


St. Louis Shoe Men to Hear 
Director of Merchandising 


St. Lours—Ed B. Weiss, director of 
merchandising for Doyle, Dane, Bern 
bach, Inc., New York, will speak at a 
luncheon meeting sponsored by the St. 
Louis Shoe Manufacturers Association 
on December 5 in the St. Louis Room 
of Hotel Statler, St. Louis 

According to Arthur Gale, executive 
secretary of the association, all per- 
sons connected with the shoe and al 
lied trades are invited to attend this 


luncheon meeting. Because Mr. Weiss 





E. B. WEISS 


will discuss advertising, selling, promo- 
tion and marketing in the shoe indus- 
try, the speech is expected to have wide 
interest appeal. 

Mr. Weiss started his career as an 
editor of Printer’s Ink and currently 
runs a dairy farm in Sherman, Conn. 

He does a regular weekly column for 
Advertising Age, in addition to his 
merchandising duties for Doyle, Dane, 
Bernbach, Ine 


‘Dress Right’ Campaign 
Jumps Sales 18 Per Cent 


OAK PARK, ILL 
per cent over the previous fall season 
were reported as the result of special 


Sales gains of 1% 


promotions by 21 participating retail 
ers handling men’s and boys’ clothing 
and accessories. The retailers joined 
in a 10-day promotion linked to the 
national “Dress Right—-You Can’t Af 
ford Not To” campaign of the Ameri 
can Institute of Men’s and Boys’ Wear. 

A number of windows and special 
displays included the properly coordi 
nated shoes for complete outfits. Oak 
Leaves, the local paper. brought out a 
32-page male apparel supplement. 
Sales personnel of the participating 
stores were prepared for the promo 
tion in advance at a special meeting 
in a local theater. 

A big parade was held on the first 
Saturday of the community-wide event 
Overhead, planes towed banners with 
the “Dress Right” slogan and other 
planes wrote the “Dress Right” theme 
in smoke in letters a mile long. 
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The Winkelman Shoe Operation in Detroit 


By GRACE GORDON HAY 


Customers “soar” to this casual shoe department on the mezzanine via stairs of 
travertine marble, steadying themselves with a carved hand-rail of solid walnut. 


and most 
Winkelman 

hops for 
opened in the 
Detroit’s main 
ection, on Woodward Avenue 
and John R 
culminates 26 
and Isa 


Succes in 


rhe 

tore in 
high fa 
recent ly 


Derrort 
the 


hion 


decorative 

chain of 33 
women wa 
center of downtown 
busine 
between Grand Rivet 
Street Thi 
year in busine for 


Winkelman 


establishing 


opening 
Leon 
their 


dore and 


tore in 32. neighbor 
hoods in and around Detroit. 

Despite the competition the Winkel 
will provide, downtown mer 
them 


been a lot of 


man 
pleased to welcome 
“aboard.” There has 
talk about downtown drying up. In 
tensive surveys have convinced the 
Winkelman brothers that downtown 
prospects are excellent—-and 
better. At a cost of a 
for remodeling and 
they have 
solidly to their 

behind walls 
and 


chant are 


busines 
will 
half-million dollars 
the new 
themselves 
downtown beachhead, 
with gold silk, 

of sleek solid walnut 

doo 


pet even 


equipping store, 
committed 
lined among fix 
ture 

Enormous plate-glass flanked 
by hugh display windows, invite cus 
into this new six-story Winkel 
man’ The main floor, airy and bright, 
has as its focal modern 
chandelier, eight feet in diameter, done 
dark walnut trimmed in 
frosted Nor 

Carpeting on the main 


tome! 


point a great 
in natural 


bra with globes of 
wevian glass 
floor is a taupe-beige medley while wall 
paneling and are dark 
walnut. Pastel pink and turquoise are 
highlight throughout the floor 


The mezzanine, which houses the de 


natural 


cases 
colors 
partment for casual shoes, is suspended 


form and is 
travertine 


out in reached 
by a 


marble 


airy, open 


circular staircase of 


with a magnificently carved 
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natural walnut handrail. Carpeting is 
the 


miain 


ame taupe-beige medley as on the 
floor. Along one wall is a hand 
painted mural by artist Jay Gresham, 
featuring florals in pale turquoise tone. 
The feeling 
of spaciousnes 

The Shoe Salon, along with the mil- 
located on the 
literally a_ pink 
blue for shoe ’ pink 
for hats. Shadow the Shoe 
Salon are trimmed in and the 
walls are papered in a flocked Wedg 
white back 


louvred ceiling creates a 


linery department, is 
third floor which i 
and blue ballroom 
boxes in 
brass 
wood blue design on a 
ground : 

Winkelman’s acquired the 
hoe department of the former Russek’s 
Store which occupied this location for 
35 years, so the same brands will still 
be featured. The mezzanine shoe de- 
partment, highlighting shoes for casual 
carries Haymakers, Pappagal 
Millerkins, Allures, Widglings, 
Debs, Demosettes, Fredelles and Sand- 
ler of Boston. In addition, this 
department offers a slipper bar. The 
third floor Shoe Salon is unique in that 
all six lines carried are exclusive in 
Detroit! These are David Evins, I. 
Miller, Herbert Levine, Barefoot Orig- 
inals, Customeraft and Margaret Jer- 
rold. The department will con- 
tinue to carry § designer’s 
with the 
the shoe 


leased 


living, 


lo’s, 


also 
handbag's 
shoes. 

department is 
leased, it is strictly a “Winkelman” 
operation in every respect, and has 
been well integrated into the merchan- 
dising policies and advertising format 
of the Winkelman’s aim has al- 
ways been to provide high fashion at 
moderate prices. To this end, it main- 
tains its own New York office, insuring 
a steady flow of the latest merchandise 


coordinated 
Although 


store. 





Dates to Remember 


Shoe Show, Shoe Travelers’ Association 
of Chicago, Morrison Hotel, Chicago 
Dec. 2-5 
Mid-Atlantic Shoe Show, Benjamin 
Franklin Hotel, Philadelphia Jan. 
Shoe Fair, Michigan Shoe Travelers 
Club, Statler Hotel, Detroit Jan. 
Shoe Show, Empire State Footwear As- 
sociation, Hotel Onondaga, Syracuse, 
ee Jan. 
Shoe Show, Shoe Travelers’ Association 
of Chicago, Morrison Hotel, Chicago 
Feb. 
Summer Shoe Show, Pennsylvania Shoe 
Travelers’ Association, Hotel Penn- 
Sheraton, Pittsburgh Feb. 
1957 Factory Management Conference, 
sponsored by National Shoe Manufac- 
turers Association, Netherland Hilton, 
Cincinnati Feb. 
St. Louis Shoe Show, St. Louis Shoe 
Manufacturers Association, Lennox, 
Statler, Sheraton-Jefferson, Coronado 
and Park Plaza Hotels, St. Louis 
April 27-30 
Shoe Show, Shoe Travelers’ Association 
of Chicago, Morrison Hotel, Chicago 
May 18-22 


12-16 


13-15 


20-22 


9-13 


10-12 


16-19 





into their Detroit shops. 

Winkelman window displays are un- 
cluttered and carefully planned to halt 
customers in their tracks. Shoes are 
displayed as an integral part of the 
entire window, carrying out the color 
scheme and style trend shown. Their 
advertising art and layout reflects 
great care and skill and their adver- 
tising copy is some of the best in retail 
merchandising. All shoe ads are cre- 
ated in the advertising department, 
and all shoes are drawn by their own 
artist, so that the shoe advertising 
“fits into” the Winkelman picture. 

Instituting a “revolving credit” plan 
in 1950, which allowed a customer to 
make monthly payments on a charge 
account with pre-selected limits, Wink- 
elman’s last year introduced the im- 
proved “Flexi-Budget” account, which 
enables a customer to charge all she 
wishes without any pre-arranged limit. 
Her monthly payment then goes up or 
down, with her balance. 


Custom Shoes Rate High 
In New Executive Shop 


CHICAGO—Custom crafted shoes are 
an important factor in the unique mer- 
chandising program for quality men’s 
wear in the new Executive Shop in the 
House of Duro, one of Chicago’s most 
exclusive men’s wear shops.  Cole- 
Haan custom crafted shoes are handled 
exclusively in this fourth floor depart- 
ment which recently celebrated its 
grand opening. 

Shoes and other accessories are 
ordinated with the latest men’s cloth- 
ing styles. Coats are finished only to 
the basting stage to permit precise fit 
and personalized styling, such as is 
offered by custom tailoring. Trousers 
are cut and tailored to measure. Wide 
choices of fabrics are offered. 


co- 
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S & K Proves Remodelling is More Than Paint and New Lights 


By IRENE HAMMOND CORPE 





Above, the pre-teen parlor at Sommer & Kaufmann with 
its distinctive metal ice cream chairs and ice cream bar. 
In the far background may be seen the home of Miss Ess 


SAN FrRANcIScCO—The successful re- 
modeling of their children’s department 
goes deeper than new paint, lighting 
effects or fixtures, according to the 
management of Sommer & Kaufmann, 
San Francisco. 

They recognized that the successful 
merchandising of children’s shoes is a 
compound of several factors, and took 


these into consideration as the first 
step in the remodeling plan. 
First, they acknowledged that the 


mother recognizes quality of shoes but 
her child does not. S & K shoe quality 
brings in the mothers, and by remodel- 
ing their children’s department to the 
colorful theme of the Big Top Circus, 
they could make shoe shopping at 
S & K a happy adventure for the child. 

The circus theme was chosen as hav- 
ing the imaginative effects that capture 
a child’s heart. Variations on this 
theme were used to “‘departmentalize” 
the entire floor, so that from the small- 
est and youngest customers to the sub- 
teens, each age group has its own place, 
secure from the others, yet not walled 
away into solitary confinement. 

On the management side, remodeling 
was designed to solve many former 
display and selling problems; facilities 
for efficient handling of customer rec- 
ords. Provisions for wrapping and de- 
liveries were included in the fixture 
designs. 

Also, the store management took a 
frank look at the fact that many chil- 
dren become irritable and restless while 


being fitted for shoes. The depart- 
ment’s decor now includes entertain- 
ment for the youngsters where they 


can be distracted without distracting 
progress of a sale. Also, all furniture 
and fixtures are able to withstand the 


utmost in punishment and present a 
minimum of corners or surfaces that 
might cause injury to the child. In 


fact, the department takes pride in the 
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fact that from floor to ceiling all sur- 
faces are washable and kept spotlessly 
clean. Also the materials used are al- 
most impervious to kicking, gouging, 


biting or other activities that a child 
might indulge in. 

A colorful calliope playing muted 
circus music greets the customers as 


they step off the elevator into the cir 
cus-top lobby of the new junior floor. 
The colorful, but simply made, calliope 
is a display fixture with dime-store 
musical toys and gilded mailing tubes 
used to hide the loudspeaker of the 
record player. Overhead the ceiling is 
hidden by a simulated “Big Top.” 

To the right is the “ticket office,” 
which serves as viewing post for over 
seeing customers as they step off the 
elevator and keep an eye on 
the selling area. Inside the booth is 
space for bookkeeping, writing up 
charges, wrapping and other chores 
attendant to completing sales. Card 
files are kept here with permanent rec 
ords of customers’ names and addresses, 
their children’s names and nicknames, 
width, child’s age, salesman’s 
name and other pertinent information. 
This information is kept so complete 
and up-to-date that orders could be 
filled, if necessary, by mail, although 
this practice is not encouraged. 

The ticket booth takes of two 
problems that usually confront sales 
personnel: No place to work, and the 
difficulty of controlling the sales floor 
with a minimum of steps. 

In its own corner at the left of the 
the Boys’ Corral. This 
was planned around a Western theme, 
featuring pecky-cypress wall third 
dimension cork murals, genuine Indian 
implements and hard ash benches. The 
cork wall is flexible as to display 
many props that have found previous 
use in display windows are being used 
here for atmosphere. 


also to 


sizes, 


care 


elevators is 


, and 





and carousel horses. 
corral with pecky-cypress and cork walls. 


and Miss Kay, live monkeys, flanked by distortion mirrors 


At the right is a view of the boys' 


Next is the Infants’ Play Pen which 
features a comfortable seat for mother 
and an elevated seat next to her for 


her youngster. These seats are a good 
example of how re-upholstering saved 
the the department. 
plastics in the muted circus 
little gilding on the 


frames, gave the seats a new lease on 


most of seats in 
Durable 


colors, plus a 


life and fitted them for their role in 
the new decor. 

Children beyond the toddler’s age 
are accommodated in the Circus 


Corner which includes the entire back 
sales and display area of the depart- 
ment. Here is located the large air 
conditioned glass cage, the home of 
Miss Ess and Miss Kay, two live mon- 
keys. Bright circus posters flank one 
wall, while three distortion mirrors on 
the opposite wall provoke considerable 
amusement. 

The Pre 


center of 


Parlor dominates the 


the department, and is re 


teen 


puted to house one of the largest selec 
tions of pre-teen shoes in the nation. 
This department has a clever atmo 


phere of the old-fashioned candy and 


oda fountain store. <A _ gay-striped 
awning tops a marble-topped “soda 
bar” where shoes are displayed in 
large candy jars. A marble top ice 


cream table with gold bronzed legs is 
used for the central display, and cu 


tomers are seated in matching wire 
chair 
This department was designed to 


reach the girl in the age-group that is 
all-too-often forgotten As a 
he ha 


infantile 


pre-teen 
been forced in the past to wear 


shoes, when she is really 


more interested in hoes with more 


ophistication. By giving her her own 


pecial department, S & K gives her 
more importance at a time when he 
needs that importance to bolster her 
personality. 
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Coast Shoe Show Has 
Record Attendance 
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leather 
one offering. 


black buckle and twin snaps, Is 
Roman cross-straps, slip- 
ons of all types, gored and un-gored; 
judging from the preponderance shown, 
it’s hard for 
saiesmen 

In all the light 
weight soft construction is a must. Even 
salesmen were emphasizing 
“lightweight, flexible’ construction. 

Also in all three sections, shoes will 
detailing; 


times ahead shoe lace 


three categories, 


work shoe 


have greater more elaborate 


materials and workmanship. “French 
cuffs” where the upper is stiched onto 
the vamp backwards, then hand turned 
to present a seamless appearence, ap- 
pear even in mid-price and lower lines. 
Self-collars around the heel are an- 
other indication of this greater de- 
tailing. 

There appeared to be less concern 
about price among the retailers attend- 
ing the among the manu- 
facturers reps. Retailers all seemed 
to think their customers are condi- 
tioned to rising prices. One said “My 
knows everything still 


” 


show than 


trade else is 


going up 


Harper Appointed Manager 
Of Kinney Shop Center Unit 


HIALEAH, FLa.—The G. R. Kinney 
Corporation announced the promotion 
of Raymond Harper, manager of the 
Mobile, Ala., store, to the head of a 
new store in Flamingo Plaza Shopping 
Center, here. The Suburban Miami 
Center opened November 23. 

Mr. Harper joined the Kinney or- 
ganization in Pensacola, Fla., upon 


STEP MASTER BOOTS ARE! 
BUILT & PRICED TO MAKE 
EXTRA PAIR SALES EASY 

Siar ttt 


4160 — JR. COMBAT BOOT 
Brown heavy duty leather up 
per, Goodyear stitched non 
slip rubber soles 

B,D 10-4 


B 
4 


RAYMOND HARPER 


his honorable discharge from the U. S. 
Air Force. After his training, he was 
promoted to manager of the Mobile 
store. His there has led to 
the promotion. 


success 


Flamingo Plaza, the site of the new 
store, is a 40-unit, ultra-modern shop- 
ping center. It offers complete one- 
stop, ground floor shopping facilities 
for a potential 100,000 customers. It 
features weather-sheltered walkways 
between units, a 2,000 car parking 
concourse, a huge animated sign and 
covered patio. 

Donald Dahlbeck will be the store’s 
assistant-manager. Mr. John Kemp 
will accompany Mr. Harper from the 
Mobile store to help manage a staff 
of seven local employees. 


S77 Master 


SHOES 


for boys and girl 


4165 — JR. ENGINEER'S BOOT 
Black ‘ Blizzard"’ leather up 
per, Goodyear stitched com 
position soles, rubber heels 
B,D 10-4 $4.20 


Fifth California Store 
Opened by Regal 

Los ANGELES, CALIF.—A new down- 
town store has just been opened at 
716 South Broadway in Los Angeles 
by the Regal Shoe Company. It is 
the second Regal outlet in the down- 
town area, and the fifth to be opened 
in California during the past year. J. 
S. Mitchel has been appointed manager 
of the new shop which has 1500 square 
feet of valuable selling space. 

The Broadway store is a step in the 
Regal expansion program which calls 
$08 ~ Grown teat, wine bese! for 25 West Coast stores. Twenty of 
Goodyear stitched composition them are for California, it was said 
rubber soles, D width | by L. C. Eisele, West Coast general 

5Y 

8Y4 12 

12%-3 


and flat heels! 


255 — Black, white trim 


manager. 

A dramatic ad of nearly a half-page 
in all the big Los Angeles newspapers 
heralded the opening, and the store 
was crowded. 


STEP MASTER SHOES, INC. + GREENUP, ILL. 
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years and recently manager of the 
A b 0 u t S h 0 y P e 0 p ] e Shelden Center store. He succeeds 
James Kelley who managed the former 
Michigan Avenue store 


Milt Nisson, formerly with M. J. ence, who was formerly manager of the 


Leahy, New Bedford, Mass., has been Nobil store in Newport, O., has been Wagner-Marsh Shoes, Ohio shoe 
made manager of the shoe department appointed manager at Parma. B. S. chain, have opened a new unit at Ar 
of Beedem’s, G. A. R. Highway at Goldfarb is supervisor. lington Plaza, Akron. R. W. Casper, a 
Brightman Bridge, Somerset, Mass. ee eae shoe man for the past eight years and 
This store opened for business August Hocking and Gillies, Detroit chain formerly with the Nobil Shoe Company 


30, specializing in men’s and boys’ ap- established in 1929, are opening a new of Akron, has been appointed manage) 
parel. Men’s shoes range from $3.99 to store in suburban Dearborn at 22212 oA Fi 

$9.99, boys’ shoes from $2.47 to $5.47. Michigan Avenue, about two blocks Robert-Steven Shoes has opened a 
Owner, Thomas J. Beedem, also oper- west of their former location for many _ ladies’ and girls’ shoe store at 105 We 
ates a store at 308 South Main Street, years. The new store is a modern I*ederal Street, in downtown Young 


Fall River, Mass. In charge of the shoe family type operation. Manager of the town, The business is operated by Joe 
department in that store is Ray Weber. "¢W Dearborn store is James Barksdale, Rosenbaum and Stan Eppstein. 

Both stores are large volume opera- with the company for a number of [TURN TO PAGE 98, PLEASE] 
tions. 


+ * ” 

Hub Shoes, Slade’s Ferry Avenue, 
Somerset, Mass., has doubled the size 
of its operation, bringing it to 6,000 
square feet. It is about 50 per cent 
self-service. It features women’s shoes I 
from $2.98 to $9.98, men’s shoes from 


$5.95 to $12.95, and children’s from . y~ f ¢ cK > OM, | 


$2.96 to $5.96. Manager is Robert 
Landry; owner is Edward Lipkowitz of cq’ # | 
Np.-t 


New York. This store was opened about 
ihc MILLER 








“rerevs 











a year and a half ago, and is the first 
of a chain of such stores to be estab- 
lished in various places. 


” * ” 





Aram Lamoureux, previously man- 
ager of Mongeau Shoe Store, Inc., Fall 
River, Mass., has been appointed man- 
ager of the company’s Woonsocket 
store at 126 Main Street. He succeeds 
Edgar Salois, who resigned to enter the 
building contracting field. Leo Fournier 
has been advanced from salesman to 
manager of the Fall River unit. 

* + ~ 

Marvin E. Wolfson has opened a new 
popular-priced family type shoe store 
under the name of Self Service Shoes 
at 138 South Water Street in Kent, O 
Mr. Wolfson has been in the shoe busi- | 
ness for five years, formerly with 
Wagner-Marsh Shoes in Akron and also | 
with the May Company in Cleveland. 

7 + om 





Your opportunity for a sound, profitable business! 

Offer your customers superior fit, unequaled comfort! 

No markdowns, but you will have ' 

more satisfied, repeat customers than ¥ 
you ever thought possible \ 


ORTHO LAST \ 


3626—The DART Tie 
10/8 Wood Kantscuff Heel 


Black suede 
Black kid trim 


A new salon type store, carrying 
women’s and teen shoes has been 
opened in downtown Youngstown, O., 
at 104 West Federal Street, under the 
name of Robert Stevens Shoes. Owners 
are Joseph Rosenbaum, president, and 
Stanley Eppstein, vice-president, who 
is also manager of the store. Both men 
have been in the shoe business in Akron 
for some 20 years. The new Stevens 
site was formerly occupied by a Flagg 
Brothers Shoe Store. 


” * + 


The Nobil Shoe Company of Akron, 
O., operating a midwestern chain, is 
opening a new store in the Parma Town 
Plaza, shopping center at Parma, O., a 
suburb of Cleveland, marking the first 
venture of this organization into the 
Cleveland area. The new store is 25 by 
160 feet with an all glass front. It 
features individual departments for 
men, women, and children. Nate Fried- 














Six-eyelet tie f 
Long inside counter 


SIZES IN STOCK 
AAAA 7 to II 
AAA 6'/) to II 
AA 6 toll 
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aa ; ; MAKERS OF FOOT DEFENDER SHOES FOR BAREFOOT FREEDOM ape 
man, a shoe man of 25 years’ experi- . = senate 
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Michigan Shoe Show Writes 
Size-Ups and Spring Orders 


Derroit——-The Michigan Shoe Travel- 
ers Club was gratified by the attend- 
ance and buying activity at their show 
held here. Many buyers came in from 
far state,” and, although many 
orders written were size-ups, exhibitors 
were not disappointed in the volume of 
advance spring orders. Since this 
show is followed in January by an- 
other shoe fair sponsored by the Michi- 
gan Shoe Travelers, additional spring 
buying is expected at that time. Mer- 
chants attending the show were opti- 
mistic about spring sales and did not 
seem unduly concerned over the minor 


“out 


price raises anticipated in some lines. 
Black patent leather led the field in 
women’s dress shoes sold for spring, 
and buyers were accepting the definite 
trend to closed pumps. Second color 
choice appeared to be “flax,” closely 
followed by blue and red. Preferred 
heel heights were the very slender 23/8 
and the graceful 18/8 illusion heels. 
There was much interest in the con- 
tinued use of textured leathers in all 
types of women’s shoes and in the new 
mosaic, or slash-patterned, leather 
treatment. Dressy styles in ripple- 
cloth and Florentine silk were bought 
heavily, many for holiday selling. As 
expected, spring-o-lator styles  con- 
tinued in popularity, being shown pri- 


TWO STEPS AHEAD 


DESIGNED TO FIT RIGHT FOOT 
DESIGNED TO FiT LEFT FOOT Qi 
ONLY DRIZZLE BOOTS HAVE THESE: 


NEAT, SLIM, ADJUSTABLE 
DOUBLE FASTENING—100% GUARANTEED 


PATENTED FRONT FOLD 
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No. 902 

EXTRA HEAVY-DUTY 
| ele} Mie) Blea e 
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HEELS 

CLEAR AND GREY 
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No. 801 (NOT SKOWN 


FOR HIGH HEELS 
CLEAR AND GREY 
SIZES 5-6-7-8-9 


RETAIL 2.00 
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marily in novelty fabrics and leathers. 
Women’s flattie patterns were being 
bought most readily in such leathers 
as Kafalope, textured calf, and Lapina, 
with various shades of beige and brown 
leading the color choice. 

A line of Italian imports in raffia 
and straw was attracting quite a bit 
of interest. This line also included a 
barefoot sandal of multi-color leather 
stripping. 

In the popular-priced men’s lines, 
$8.95-$12.95, favored styles for dress 
were the four-eyelet tie and the slip- 
on in either moccasin vamp or plain 
toe treatment. Favored styles for 
casual wear were the three-eyelet tie 
and gored slip-on with crepe soles. 
Glove leathers were very desirable in 
colors such as Ivory, Bamboo and 
Tawny Tan. Many combinations of 
mesh or shantung with leather were 
shown for summer selling. For im- 
mediate delivery, orders confirmed the 
continued popularity of black. 

Black and white saddles and white 
buck oxfords still dominated sales in 
growing girls and misses sizes, espe- 
cially for early delivery. The “spat” 
saddle was gaining in popularity. 
Crepe soled loafers in embossed calf 
were selling well in shades of cedar 
brown, black, and gray. In-time-for- 
Christmas orders featured dressy pat- 
ents for girls. And, as usual, black 
patent was also the number one dress 
shoe for spring, followed by white, 
blue, and pink. 


Pumps, Medium Heels Hold 
Spotlight at Indianapolis Show 


INDIANAPOLIS, IND.—Attendance was 
about average at the 36th annual 
Spring Shoe Fair presented by The 
Indiana Shoe Travelers Assn., Inc., 
held at the Hotel Claypool here. About 
85 lines were shown. 

Buying was mostly for future spring 
selling, but there were some fill-in or- 
ders for immediate delivery. 

In women’s dress shoes, pumps still 
lead the parade. Interest continues in 
medium-style heels. The sling pump 
with open toe still seems a leader. 

There was some interest in nude 
backs Black navy and flax, 
with here and there a touch of wedge- 
wood blue and French Bread in calf 
skins, were the wanted colors. There 
also interest in ombre. Pastels 
have lost ground. 

Silk tweeds in high fashion semi- 
basic type shoes were very promising. 
Other materials that found favor were 
broadtail and shrunken grain. Nylon 
straws in the novelty line were good. 

Interchangeable bows were also good 
sellers. 

In women’s casuals there was a de- 
mand for soft types such as punched 
pigskin and straws which included 
elasticized straws. Black and vicuna 
wedges were good as well as combina- 
tions of colors and in ombre. Vanilla 
and coffee tones in open sandals drew 
attention. Turquoise was the leading 
color in the pastel picture. 


patent, 


was 
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ordinated with black and with brown 
were important as were also black 
leather shoes with white buck, both in 
moccasin and wing tips. In men’s 
casuals, brushed leathers in various 
shades of fawn and brown were good 
sellers. 

Oyster white suede and champagne 


suede highlighted the teenage girls’ 
class. Punched pigskin was very popu- 
lar in flats in white and butternut. 


There was also a trend toward light- 
weight flats in cambi buckskin and to- 
ward lightweight sport oxfords in 
brushette for growing girls. 

Joe Beddow was show chairman. A 
buffet supper was served from 6 to 8 
P.M., followed by entertainment. The 
next Shoe Fair will be held May 12, 
13, 14, 1957 at the Severin Hotel, In- 
dianapolis. 


Northwest Spring Shoe Fair 
Called Best in Recent Years 


St. PAUL, MINN.—The spring, 1957, 
Shoe Fair held by the Northwest Shoe 
Travelers Association at the Saint 
Paul Hotel, here was the best in re- 
cent years and one of the really big 
ones, according to general opinion. 
Registration was up 30 per cent from 
last year and buying was better. Some 
exhibitors reported that Sunday busi- 
ness was the biggest single day they 
had had. 

The highlight of the educational pro- 
gram was a “brain-storm” session at 
a Tuesday morning breakfast with J. 
S. Legg, vice-president of Heyday 
Shoes, Inc., acting as moderator. The 
question discussed was, “How can we 
help the shoe retailers to sell more 
pairs of shoes?” The panel was made 
up of three shoe manufacturers: How- 
ard Hull, Hiawatha Valley Shoe Com- 
pany; Nate Siegel, Pioneer Shoe Com- 
pany; Jack Schadegg, Connolly Shoe 
Company; three retailers, Margaret 
Delaplane, Cherokee, Ia.; Amelia Cor- 
nelianson, Fargo, N. D., and Harold 
Urevig, Brookings, S. D.; three shoe 
travelers, Roy Miller, Roberts, Johnson 
& Rand, C. K. Pennington, Oomphies, 
Inc., and Don Manely, Brown Shoe 
Company. The panel gave no speeches 
but advanced ideas on the subject. The 
program was_ enthusiastically _ re- 
ceived. Before the brainstorming ses- 
sion, Mr. Legg explained the functions 
of the National Shoe Institute of 
which he is a member of the Board of 
Governors. 

In buying women’s lines, demand for 
black patent was very strong, indicat- 
ing that this would be top volume. 
Black was first in color with the brown 
family next. Among these beige, flax 
and rattan were about equal. There 
was good interest in combinations of 
rattan and flax. Reds were showing a 
strong comeback. White for summer 
had a big sale. Blue and blue and 
white combinations were good. 

Pumps and slings were tops in buy- 
ing. There was definite trend to the 
opened-up shoe. Long, slim lines with 
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toes predominated in high 
styles. In casuals and sport shoes, 
flats were very good. Canvas lines 
for both women and misses showed a 
strong trend to bright colors. There 
was much heel interest with the “little 
heel” very good. 

More style in men’s shoes this season 
made buying better in filling out styles. 
The influence of suburban living was 
shown in number of leisure shoes 
bought. Among these were desert 
shoes, jodphur types, gore oxfords of 
light weight. Black still predominated 
and brown was good. Lighter colors 
such as snake, canyon sand and cream 
were shown. Nylon mesh was still 


tapered 


good, and woven leathers popular. 
moccasins 


Children’s with elastic 


convertibles with or without 
straps, saddles in white and brown 
sold well. Reds, blue, brown or black 
were strong in these types. 

The entertainment features of the 
show were a Roast Beef Supper for 
salesmen on Saturday, a Smorgasbord 
at noon on Sunday and a banquet fol- 
lowed by dancing on Monday. 

Officers of the Northwest Shoe 
Travelers are Roy Miller, president; 
Keith L. McCarthy, first vice-presi- 
dent; Kenneth F. Jensen, second vice 
president; Paul D. Cook, secretary; 
Henry Thorson, treasurer. Directors 
are Ed Trench, Joe N. Brisbois, Claude 
W. Sheldon, C. Henry Nylander, Wil- 
liam F. Strub, Dave C. Larson, Sr., 
and Tom Morton. 
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To Babies and Mothers, the world over, and 


to the Buyers who select and sell Ideals in the Nation’s 


Leading Stores and Infants’ Shops 


A Very Merry Christmas 


FROM THE MAKERS OF 
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MRS. DAY’S 


deal BABY SHOES 


MRS. DAY'S IDEAL BABY SHOE COMPANY, INC, 
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Sampling Feature of Show larger downtown retailers. Prices played little part in the talks 

This general hesitancy in buying was between exhibitors and buyers. Popu- 
ascribed by exhibitors to the somewhat lar price lines reported little if any 

LOston suyers generally marked heavier than normal inventories in advance and manufacturers of better 
time and confined their activities to retail stores because warm weather quality shoes, some of them at least, 
ampling styles during the spring shoe during part of October slowed up said they were upgrading portions of 
show sponsored by the Boston Shoe consumer buying. Another reazon given their lines, that they would ask a 
lravelers Association and held Novem- was the fact that Easter comes far somewhat higher price for these num- 
her 11-14 at the Parker House here. later in 1957 than it did this year and bers and thus offset higher costs of 


Held by Boston Travelers 


Many said they planned to make no merchants feel they have more time materials and labor with which they are 
more than token purchases until] later in which to reach a decision. Manu- faced. 

in the year, starting their buying in facturers with in-stock departments Attendance was good for the first 
December and completing it early next predicted an increase in their business two days of the show and then slack- 


year by which time they hoped to have early next year since they feel that ened off. Retailers were guests of the 
a clearer picture of consumer accep- retailers will depend more heavily on travelers at a luncheon held on the last 
tance of the newer colors and patterns. this service than they have for many day of the show. 

Some good orders were placed by the years in the past. 


More Slender Lines Move 
At Iowa Travelers’ Show 


Des MOoINEs, IA.—A_ smaller but 
more business-like group of retailers 
attended the Iowa Shoe Travelers As- 
Des 


sociation Show held at Hotel Fort 


’ Moines than came to past fall shows. 

t as About 400 retailers registered com- 

D O p N G : Y SA pared to more than 500 in other years. 
e Seventy-five salesmen showed about 

135 lines. There was more advance 


h f 2 buying than fill-in and several definite 
Ww Vv no you * trends were noted. 
More slender lines moved than ever 
before. Colors in women’s shoes were 
. “easy to work with,” said one sales- 
Haven't you ever wondered what you can do to inerease| man. Pale shades of gray and beige 
were good sellers, and white will be im- 
: portant next spring. Navy blue and 
most profitable part of your children’s operation? bright red were very popular while 
pastels took a back seat in some cases. 
| Women’s dress shoes of black patent 


your baby shoe business—the steadiest, most stable and 























Of course you have... and here's Se : 
Rae 9 hig and pale gray and lots of white at- 
tow you can do it! Tog 
f tracted Iowa buyers. Also, black pat- 
’ | : a 2 
N " i? a | ent with white trim was popular. 

oy i > s ae ‘ t . . 

x - ean offer your eu tomers an a a The trend in little heels for women 
— y a and different-looking shoe, i at continues and the very slender little 
i shoe with “contour fu (that fits the \" ‘dl heel fares best of all. 
shape as well as the length and width!) ; \s Do | “Softness and flexibility” is the pass- 
a shoe that will demonstrate it’s IN-ACTION \ ; in word in both men’s and women’s shoes. 
superiority immediately; a shoe that will ; ii | 7 Black showed strongly in men’s shoes 
have instant and overwhelming appeal : %4 2 4 J and there seemed to be a tendency 
to the mother; a shoe that can be sold to all ; A wh r | away from meshes in nylon treatments. 
and not just problem feet; a shoe that ' oak 4 Officers named to head the associa- 

OF * ” > aeons 
will have on-the-spot recognition as the ‘ 3] ; 2 tion for the next gg ccd Kermit 
best shoe for the child. In short, a shoe . y bal Haun, president; Bill Coppock, first 

; ¥ vice-president; Bob Norris, second vice- 
whose common sense theory and 4 bi] . 

' ‘ Se president; B. L. Douglas, Jr., secre- 
actual construction stamps it as the most . . 

Lisp Li bere tary-treasurer; and Walter Martin, 

advanced baby shoe in the market. Be’ board, T ill 
Wines ol , at Local ¢ : Send chairman of the board. The group wi 

Ma ~~ tas ane Chee ne WeeErem eatures: end for our IN-STOCK catalog no longer have an executive secretary. 
Yes, it's Nature's Own straight last “NATURE'S OWN’ WHITE KIP BOOT The only social event on the program 
footwear, No other shoes are exactly like K1540 3-6, B-EK, Spring Heel this fall was the regular Saturday 
them: no other shoes offer the same , ollie ‘ en night Stag. 

3 NATURE'S OWN ' “ . ; 
comfort, the same unique fit, the same K540 4-6. B ith age win 4 ns The board of directors will meet De- 
fit-life. All these qualities make and hold 540 64 B-EK, Spring Hee cember 29 to set up plans for the com- 
customers and profits. These fine welt shoes “NATURE'S OWN’ TAN KIP OXFORD | ing year and for the spring show. Ten- 
ie in-stock. Send for samples. M440 6%-5, B-EE, Spring Heel | tative dates for the latter are May 5 
You'll be glad you did Star te a ae and 6 at Hotel Fort Des Moines. 
0 t | .%, Spring e¢ 
i40 ¢ 8’, B-EE, Spring Heel | amen 
* 212% increase in “Nature's Own” for 12 months “NATURE'S OWN’ TAN KIP MOC OXFORD McHale Named Manager 
Ask about "NATURE'S OWN" with support features! Cadi’ 1 B-EF pring Heel 


ELMIRA, N. Y. Henry J. McHale 
has been named manager of the Kinne) 


J U Li U S$ A L , SC a U L | shoe store here, succeeding Dale Spahr, 
, nc. who was transferred to York, Pa. 

Creators of “NATURE'S OWN” straight last footwear Mr. McHale was assistant manager 

of the Kinney store in Geneva and man- 


117 Grattan Street, Brooklyn 37, N. Y. * HY 7-4500 ager of the Syracuse Eastwood Kinney 
SERVING AMERICA’S RETAILERS FAITHFULLY FOR 58 YEARS| _ store before being transferred here. 
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Shoe Stores A Leading Element of New Denver Shopping Center 





Above, imported German chandeliers hang from the ceil- 
ing of Fontius' newest store built on contemporary lines 
in Denver's new Lakeside Shopping Center. Right, an out- 


DENVER—When a city is growing 
2,600 persons a month and spreading 
into newly-built suburbs, as is Denver, 
leading merchants with years of pres- 
tige in shoe-retailing behind them real- 
ize that shopping must be convenient. 
That is why one finds four shoe stores 
in the new $12,000,000 Lakeside Shop- 
ping Center in Northwest Denver; 
really six, if one counts the men’s, wo- 
men’s and children’s shoe shops in the 
Denver Dry Goods Company _indi- 
vidually. Others are Fontius, Baker’s 
and Kinney’s. The new center is 
strategica!ly located in the heart of an 
increasingly important area, with a 
population of more than 200,000 peo- 
ple who are within 14 minutes’ ride 
froma its doors; in an area, too, where 
not too much retailing has been carried 
on. The shopping center, incidentally, 
is the largest between Chicago and the 
West Coast. 

The Fontius Shoe Company, a leader 
in shoe retailing in the Rocky Moun- 
tain area for the past 63 years, has 
made its fourth metropolitan store in 
Lakeside one of the most spacious and 
beautifully-designed in the mountain 
country, with new functional “walk-in” 
windows where the customer may 
browse and select from the entire col- 
lection. The store faces the center’s 
broad esplanade and occupies 3,600 
square feet. 

Founded in 1893 by the late John 
Fontius, the independent shoe company 
has built its business by employing the 
latest merchandising methods and sgell- 
ing nationally-known brands of shoes. 


The son of the founder, Harry E. 
Fontius, Sr., is president and the 
grandson, Harry E. Fontius, Jr., is 


vice-president. 

All lines of shoes that are found in 
the downtown, Cherry Creek and 8th 
and Colorado Boulevard Fontius stores 
are in stock at the new center where 
Lloyd R. Warren has been named man- 
ager. These lines include Palizzio, 
DeLiso Debs, Troyling, Air Steps, Foot 
Saver, Town & Country and Joyce 
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shoes for women; Roblee, Wright Arch 
Preservers and French Shriner shoes 
for men, and Stride-Rite shoes for chil- 
dren. Mr. Warren has been with the 
Fontius Shoe Company 10 years, the 


last five in the downtown store. He 
started his shoe retailing in Kalama- 
zoo, Mich., with the Bell Shoe Com- 
pany. 


In a city of outdoor and patio living, 
it was only natural that the Denver 
Dry Goods Company created an outdoor 
motif in its new women’s salon 
in the Lakeside center. The shopper 
feels she has moved only two states 
southeastward into the continental 
atmosphere of old Louisiana as she en- 
ters the restful salon, the off-white 
walls of which have been hand-painted 
with green trees sweeping up to a 
“Colorado blue” sky. Extending from 
a black wrought iron portal, topped by 
a weathervane and opening into a 
three-tiered glass display, are the hand- 
painted wrought iron posts and fence 
encircling the “patio.” Wrought iron, 
too, is the script, ‘Women’s Shoes,” 
against the far wall, but visible from 
any of the main aistes of the 
proper. The only column in the salon 
is mirrored to the ceiling. 

Tom McGrath, who came to Denver 
four years ago to join the shoe division 
of the Denver Dry Goods Company, had 
his early shoe retailing experience in 


shoe 


store 


his native California. He had been 
manager of the Denver Dry Goods 
Company’s Cherry Creek suburban 


women’s shoe salon for the past three 
years. 

Rose Zarlengo, in children’s shoe re- 
tailing in Denver for the past 18 years, 
is the new manager of the children’s 
shoe shop in the Denver Dry Goods 
Company’s Lakeside store. It is on the 
second floor in a corner made to 
semble a circus tent, with clowns and 
balloons abounding. A “circus top” ex- 
tends over the entire department, part 
of which is walled in simulated white 
brick. Small tots’ chairs are large 
colorful alphabet blocks. The over-all 


re- 





door patio effect is achieved by wrought iron and hand- 
painted walls in the women's shoe salon of the Denver 
Dry Goods Company in the Lakeside center. 


coral and turquoise blue. 
made of dainty 
Decorations in- 
rising 
Panels 


color motif is 
Display shelves are 
white wrought iron. 
clude sprightly, colorful 
from white wrought iron stems. 
behind the glass display shelves are in 
turquoise, 


daisies 


alternating tones of coral, 
gold, lavender and chartreuse. 

Miss Zarlengo has been in the down 
town children’s shop of Denver Dry 
Goods Company for five years. She had 
also been with Daniels & Fisher’s shoe 
department for nine year 

Masculine found in the 
men’s shop in the same store, where 
Wiley Ferdig, a shoe retailer with 15 
years’ experience, is the manager. 
There is enough rich brown to give a 
sturdy touch to the shop where walls 
are papered in bright blue and silver. 
Fitting chairs of oak frame 
combine the blue and brown colors and 


appeal is 


antique 


have woven bamboo backs for comfort 
and coolness. A gold shadowbox with 
soft green background and glass shelv- 
ing centers the department rear wall. 
Mr. Ferdig started 
his career in Younker’s Store, 
Sioux City, Ia. After a stint in St. 
Louis, he was with Perkins-Timberlake, 
Wichita Falls, Tex. He came to Den- 
ver with the May Company and has 
been with the Denver Dry Goods Com 
pany this year, serving four months in 
the Cherry Creek store, the rest of the 
time until the opening of the Lakeside 
Center in the downtown main 


Carpeting is beige. 


shoe 


store, 


McAn Signs Center Lease 


Fr. WALTON BEACH, FLA I'he 
Thom McAn Shop is the first shoe store 
to lease space in the new Elgin Plaza 
Shopping Center for the Fort Walton 


area A 


commodate 750 cars | 


Beach parking area to a 


part of the pian 


Opening of the shopping center 


coincide with the opening of the nev 


four-lane highway now inder con 


struction 
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Denver Show Slowed Up 


DENVER Poor timing and worse 
weather combined to slow up the Den- 
ver Shoe Show for spring, 1957, held 
at the Albany Hotel, under the aus- 
pices of the Mountain States Shoe 
Travelers Association. Yet, many 
salesmen were pleased with attendance 
and buying. Approximately 250 re- 
tailers from Colorado, Wyoming, Ne- 
braska, New Mexico and Utah at- 
tended the fair but a majority came 
for one day only, due primarily to the 
national election on Tuesday. Some on 
the west slope of the Rockies were 
kept home because of impassable passes 
and roads. 

Buying was spirited in some lines; 
sales representatives of others said 
that retailers are delaying placing 
spring orders because Easter falls 
three weeks later this year. Big asset 
to the overall buying picture was the 
demand for waterproof and winter 
shoe goods, mainly make-up orders. 

In men’s shoes, a lot of action was 
seen in crepe soled casual wear and 
lightweight top grade insulated boots. 
Except for the retailers from Denver, 
Colorado Springs and Cheyenne, deal- 
ers were buying women’s shoes to re- 
tail in the $6 to $10 category, young 
men’s shoes to retail in the $8.95 to 
$10.95 range and men’s dress shoes in 
the $9.95 to $12.95 bracket, children’s 
in the $3.95 to $6.95 range and men’s 


majorette 


boots 


eadiricals 


by BERNED 


Made to 
official 


specifications of 
drill 
bands. Top quality 


teams and 
made 
on boot lasts 
§120—Sizes 
5121—Sizes 
§222—Sizes 12'/2-3 $4.35 
*5523—Sizes 4-9 $5.60 


*Littleway Construction 


5'/2-8 
8'/,-i2 


$3.90 
$4.10 


y Tassels, 25¢ pr. 


BERNED SHOE COMPANY 


But Some Lines Sell Well 


ports, industrial and hunting boots in 
the $14.95 to $24.95 classification. 
Retailers were enthusiastic over the 
young men’s lines which featured new 
glove leathers, three-eyelet pigskin 
leather and oyster shag mocs with 
cinnamon piping on the vamp edge. 
“Shulock” and ‘‘Shulatch’’ shoes 
pleased dealers, and there was some 
activity in the new Rock’n Roll lasts, 
mainly those with curved sole, box 
and white stitching around the 
Buyers were skeptical of the 
faille trim for both men’s and boys’ 
shoes, but there was some interest in 
three-eyelet butternut nylon straws in 
both plain toe blucher and gored styles. 


toes 


sole, 


Good Patent Year Seen 


Wedgewood green may sell well in 
high style lines in metropolitan cen- 
ters, but it met with only mild interest 
by most retailers in the mountain area. 
Gray from the pale dove tone to the 
deeper shades, cardinal red, in most 
instances with black touches, oatmeal, 
sand and blue will be predominant in 
spring promotions in the cattle and 
mining country, as well as patents and 
white. 


Many dealers predicted the biggest 
patent season in years, and the heaviest 
white summer. Heavy traffic was seen 
around the women’s casual showings 


and there was strong interest in these 
shoes made to retail from $4.95 to 
$7.95—rock garden chintz in scuffs, 
slings, closed backs and sweater pumps, 
ranch hide slings with new T-straps, 
two-tone casuals, step-in backless shoes 
in natural, white and black, pinked 
leather sandals with 20/8 corked wedge, 
topsail tennis shoes, topsail and white 
ranch kid skimmer-like flats and 
punched pig casuals. 

“Watch for the biggest spectator 
on record,” said one retailer 
from Wyoming. “Last year was the 
best in five years and I’m already buy- 
ing beyond those figures—brown and 
white, blue and white and this year, 
gray and white.” 

In the quality high-styled lines, red, 
oatmeal and dove gray were selling 
well. Italian toes and lasts, walking 
adjustable T-strap sandals with open 
toes and shanks, honeycomb leather, 
“widow’s peak” styles with open back 
and closed toe, and “bootmaker fin- 
ishes” were in demand. Basic styles 
were far outselling others, however. 


season 


In children’s lines, gray was also in 
demand, but patent led everything else 
for girls. Punched pig in white was 
replacing nylon straw and dealers were 
ordering the new “convertible” slip- 
pers, pumps or straps in one, for girls. 
Black for boys’ dress shoes, gray shag 
three-eyelets in boys’ casuals were sell- 
ing well. 


ancetations 


BRANDED 
JOBS 


No Service 
Charge for 
Small Orders 
Extra Colored 


Broitman-Gaffin 


SHOES 


207 Essex Street, Boston 11, Massachusetts 
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We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


CANCELLATION 


Our prices 


shoe stores, 
drive-ins 
and 
J shoe 
' promotion 
buyers 


on 


— 


reputation 
for values! 


Open a Cancellation Shoe Store 


Our New Store Consultants Will Help You 
Set Up a Profitable Operation 


Quality Shoes Since ‘32 


M. K. WEIL Shoe Company 


“While in Town See Weil” 
Saint Louis 3, Mo. 


1215 Washington Ave 
Sample Rooms: Los Angeles 


Former Governor Speaks 
At Boston Dinner Meeting 


BostoN—Approximately 500 mem- 
bers and guests attended the season’s 
first dinner meeting of the 68-year-old 
Boston Boot and Shoe Club held here 
in the Hotel Statler. The meeting, held 
November 14, was presided over by 
Francis L. Shea, president of the club 
and vice-president and sales manager 
of the Barbour Welting Company. 
Guest of honor and speaker was James 
M. Curley, former governor of Massa- 
chusetts, who took as his subject “There 
Is No Substitute for Experience.” 

Three other meetings are planned for 
the current season: December 19, March 
20 and April 10. The first two will be in 
the Hotel Statler and the third, the 
annual meeting and sports night, will 
be held in the Sheraton Plaza Hotel. 


High School Promotion 
Seeks End of Slovenly Dress 


Cuicaco—Proper shoes for school 
wear are included in an annual “Dress- 
up Week” program in a Chicago high 
school sponsored by Maurice L. Roth- 
schild. The program has been worked 
out between a neighborhood store and 
Lake View High School. Its aim is 
to counteract the practice on the part 
of students of wearing blue jeans, 
sweaters, shabby shoes, and other in- 
appropriate apparel to school. 
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bought direct 
from the best 
known makers 
are in line with 
our nationwide 





fine shoes, 


whoa, there! 


Turn back to see 

what the top-profit 
retailers do with 

their advertising dollars. 
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THE WILLIAM BROOKS SHOE CO. 


@ Fast IN-STOCK service 
on sizes 1-7, A, B, C, 
D & E widths 

®@ Genuine GOODYEAR 
WELT construction— 
to retail $5.95-$6.95, 
most styles 


@ All shoes manufac- 
tured in our own 
modern plant 
WRITE FOR 

FREE CATALOG 


NELSONVILLE, OHIO 








The store trims three showcases in 
the school with proper apparel. This 
includes dress shirts and ties, slacks, 
sport coats, and shoes for the boys, and 
simple dresses, blouses, skirts, shoes, 
and other items for the girls. 

Each of the classes, freshman, sopho- 
mores, juniors, and seniors are as- 
signed a “Dress-up Day” on which 
they were to look their best. They are 
judged at special assemblies on the 
appropriateness of their dress, good 
grooming, and posture. 

The winning class receives free 
tickets for a movie theater party. In 
addition, a $500 scholarship goes to a 
deserving student who is named “Citi- 
zen of the Year.” 

Success of the program, in helping 
discourage slovenly dressing in the 
school, prompted school authorities to 
request that the program be an an- 
nual one. 


Heads Michigan Travelers 

DETROIT — Curtis W. Johns was 
elected president of the Michigan 
Shoe Travelers Club at the annual 
election in November. Other officers 
elected were Ernest C. Armstrong, 
vice-president; Ashley B. Adams, sec- 
retary; John Shelby, treasurer. E. W. 
Jensen and George H. Lawson were 
elected directors of the club, and Sam 
Weiss is the new chairman of the 
board. 


Maxey Jarman to Speak 
At 210 Associates Meeting 


BostON—Guest speaker at the seven- 
teenth annual meeting of The 210 As- 
ociates, to be held here on December 
5, will be W. Maxey Jarman, board 
chairman of General Shoe Corporation, 
it was announced by Gilbert Freeman, 
chairman of the committee in charge 
of the meeting. Principal business be- 
fore the meeting will be election of 
officers and directors, and presentation 
of committee reports. 

The meeting will 
newly-opened Suburban Sidney Hill 
Club in Chestnut Hill. Presiding over 
the meeting will be George Dempsey, 
president of The 210 Associates. 


be held at the 


Service Shoes Bought 
For Air Force 

PHILADELPHIA have 
been awarded contract 
of 207,600 pairs of leather 
shoes for use by the United States Air 


Two companie 
to make a total 
service 
Force, according to a spokesman at 
the Philadelphia Quartermaster Depot, 
here. 

The 
to make 135,600 pairs 
from $5.45 to $5.65 
poration will make the balance, 72,000 


pairs, at $5.48 per pair. 


Shoe 
at prices 


International Company i 
ranging 


General Shoe Cor 
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Shoe Section Has Multi-Function Benches 


wo —. 
} 


View of new booth sections in the downstairs Women’s Shoe department at L. S. | 
Ayres & Company. At the end of the department the table is raised in order to and no children can run 
show how shoes are displayed on it during sales. Normally the table is down and 


the space is occupied by benches. 


Ayres & over 33 to 40, 
chairs previously 


INDIANAPOLIS, IND.—L. §S 
department store has given 
hoe department bright for a customer, 
accommodated in 


(ompany 
its downstair 
new sunshiny look in its recent mod- 
ernization plat 

Yellow is the predominating color 
Although only a small amount of ad 
ditional space has been added, use of 
permits the 


benehe instead of chair 


increase of the seating capacity to 60 


occupying two feet 
three persons were 
ix feet of space. By 
means of the bench arrangement, the 
number of accommodations is increased 
to four. The benches, 
covered with yellow 

They are arranged so as to form a 
series of four booth 
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THE NATION’S FINEST 
CANCELLATION SHOES 


79.861) READE STREET . NEW YORK 7, WN vy 
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by 15 feet. At the south end of the 
department, the benches may be pulled 
out and a table which is folded down, 
may be raised to provide added dis- 
play space for promotional shoes. The 
benches turned around, form sides 
for the table. Normally the table is 
down, and the space is occupied by 
benches. The booth sections have a 
front and back entrance. The front 
entrance is used by the customers. 
The rear entrance leads to the stacks 
of stock, and is used by salespersons 
only. 

The ledge wall between the booth 
sections and the stacks, is low enough 
to permit visibility. 

Two salespersons are assigned to a 
; side in each booth section, and there- 
| A fore can easily see who comes in and 

is next to be fitted. This arrangement 
saves steps for the clerks. 
Another advantage of the sections 
that there is not as much confusion, 
the length 
of the floor. 


It was pointed out that it is neces- 


formerly. With sary to show many shoe styles in the 


downstairs store, and attractive dis- 
plays are arranged with that in mind 
See-through shadow box displays are 
above the rear ledge wall. Each shows 


a type of shoes in several colors. 
upholstered, are vd 


plastic. to show a large 


See-through displays 
number of styles, are located at the 


sections, each 6 front end of each booth section. 
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One pair—or another 3 MILLION pairs— 


from now, no retailer will 
ever have to take 


1¢ in markdowns 
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Strong Interest in Basic 


CoLuMBus, O.—The number of ex- 
hibitors was down slightly to 122 but 
buyer attendance was about the same 
as a year ago, and buying was some- 
what better. That’s the story of the 
spring shoe show held by the Ohio Shoe 
Travelers Club on November 19-20 at 
the Deshler-Hilton Hotel, here. De- 
mand was so good, club officials said, 
that several exhibitors remained an ex- 
tra day to take care of appointments. 

Women’s high heel fashion shoes 
sold at a lively rate in beige, a neutral 
shade which can be worn with all kinds 
of pastels in apparel. Demand for 
black patents was at record high, basic 
blues were strong and lively grays were 
included on many buying orders. Car- 
men red was also a strong feature and 


one manufacturer’s representative 
warned that many retailers are under- 
estimating the sales appeal of this 
color. 


Opened up shoes, slings, ornamented 
pumps, many of them with contrasting 
white trim, sold well. Milan straws 
also were popular in the medium price 
spring lines. 

More nylon mesh, punched leathers 
and black and white and brown and 
white combinations were specified on 
orders for men’s shoes for spring. The 
tcend in men’s shoes is to lighter weight 
and more flexible leathers. 

Orders for juvenile shoes proved the 


Styles Noted at Columbus 


brightest part of the show. Spokesmen 
said more retailers bought more freely 
than in years. Several kept their dis- 
plays intact to fill appointments for the 
day after the closing of the show. 

The square throat vamp and sweet 
heart throat trimmed in white piping 
proved popular items in girls’ pumps 

Exhibitors reported strong and con 
tinuing interest in basic shoes, in de 
mand all year around. 

Opinion was divided as to the impact 
of the late Easter. Most insisted that 
the longer buying season means better 
business for the retailer. Thus, despite 
possibly inclement weather in late win 
ter and early spring, customers could 
be expected to add spring shoes to their 
Easter wardrobes the first few 
bright days of April. A few thought 
the April 21st date might react to some 
extent against the spring line by cre 
ating an earlier demand for summe! 
this 


on 


shoes. However, was discounted 
by most. 

Members of the club met and decided 
on May 5-6-7, 1957, for the fall buying 
mart and on Nov. 9-10-11-12 for the 
next spring show. 

New officers are A. J. Wilmot, Deevers 
Shoe Company, president; Clyde F 
Logan, Tweedie Footwear Corporation, 
first vice-president; William C. Short, 
Yankee Shoemakers, second vice-presi 
dent; M. Oeflein, Nunn-Bush 


tobert 





TREAT IT ROUGH! 


FOOT-KING” 


WING BACK 
Goodyear Welts 
































Every man needs a pair of these Heavy Weat 
good looks, they are sturdy, long lived, and cor 
tures: Thick 18 iron soles; sealed wit eatt 

heel; NEOLITE slab top lift heel; Anti-fungu 
Leather ning; Leather insoles; Polystyrene box toes 
pattern as used in much higher priced ‘ a 


BLACK CRUSHED GRAIN 379305-4 Men's 4 to |2 8 
BROWN CRUSHED GRAIN $79305-1 Men's 6 to !2 
BOYS' BROWN CRUSHED GRAIN 327304-2 

BOYS' BLACK SMOOTH LEATHER #27304-I sizes | 


FOOT KING also stocks Men's and Boys’ Black We 
RIPPLE SOLE shoes; SHU-LOKS for Men and B 
Buck, et 

FOOT KING REG-E-STURD boys’ shoes—soles 

or a free new pair. Retail $7.95 


FOOT KING means BUSINESS! 


Dept. 
121 


A. S. KREIDER & SON CO. 








) 
»7 DOD 


igton (J boots 
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#79305-4 
in stock 


$6.15 Net 
$6.15 Net 
$4.90 Net 
7 D, $4.85 Net 


















Shoe 
and John L. Neff, Tober Saifer; Ray L 
Brooks, Sandler of Boston; and Harry 


Company, secretary - treasurer; 


Fisher, Portage Shoe Manufacturing 


Company, directors, 


Business Reported Good 
At Michigan Show 


GRAND Rapips, Micu.—-Traflfic was 
about the same as at other shows and 
sales were good for most exhibitors at 
the Grand Rapids Show Fair spon- 
sored by the Michigan Shoe Travelers’ 
Club at the Pantlind Hotel here. Most 


buyers specified March deliveries. 

In women’s dress footwear, patent, 
followed by Flax, led in popularity. In 
dress shoes the illusion heel had the 
edge, with 18/8 and 23/8 following 

In the casual picture, opened up 


styles were reported to be coming back 
especially in with the 
tones, white and ombre predominating. 
Textured leathers were good in every 


wedges, beige 


division including sports. Imported 
Italian straws remained strong. 

Even men’s shoes were bought in 
fair volume. Glove leathers were high 


in popularity with three-eyelet ties out- 
selling the one or two-eyelets. Gored 
loafers popular and there was 
interest shown in nylon mesh combina- 
tions. 
Buyine in 


were 


children’ hoes was re 
ported good with emphasis on Easter 
footwear. Patent pumps swivel 
straps led the field. 


and 








This Cold Weather 
PROFIT MAKER 


— Aeloege in your soe Al guy! 


SHEEP WOOL FLEECE 
FOAM INSOLES 


Sales Appeal .. Use in slip- 
pers, boots, shoes to cushion 
and keep feet cozy warm. 
Everybody is a prospect. 


Fast Mover.. Sell on sight 
during cold weather. Cold feet 
mean extra profits for you. 


Repeat Sales. . People like 
them so well they tell others 
and come back for more. 


e.§ - 
‘ Ports Spe -"®e6 - 
m Clator 
‘ en, pol 5, Post 
* Outd ‘commen ‘ 
° ' ve 
* the Ors Person > ry 
‘ $6 NSoles eds 
size \ 
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THE SCHOLL MFG. CO., INC. 


62 W. 14th Street 
New York 11, N. ¥ 


PALMYRA, PENNA. | 








December |, 1956 











213 W. Schiller Street 
Chicago 10 





3223 E. 46th Street 
Los Angeles 58, Cal 


IMinois 





Qbituaries 





Otto Jung 


SHEBOYGAN, 
pioneer! 


Wis.—Otto Jung, 86, a 
shoe manufacturer, died Mon- 
day, November 12, at Sheboygan Memo 
rial Hospital. 

The Jung Shoe Company was founded 
by Mr. Jung and his brother, 
Henry, in 1892. Mr. Jung was 
ident treasurer. He and 
s0Nns, and Otto, Jr., 
interest in 1937. 
director of the 


late 
vice 
and 

Edyar 


pres 
two 


nis 
pur- 
chased Henry Jung’s 
Mr. Jung was a 
Citizen’s State Bank and the North 
Side State Bank from 1934 to 1950, 
when he retired. He also helped develop 
the Sheboygan Memorial Hospital and 
served as a and member of 
for 17 years, 


directory 
it e committee 
1933. 


are 


xecutive 
tarting in 
Survivors She 


his two sons in 


hoygan and three daughters 


John D. Caldwell 


ConcorpiA, Kan.— John D. Cald- 
well, 72, senior partner in Caldwell’s 
shoe store here, and a prominent busi- 
ness man in Concordia for 25 years, 
died recently at Sarasota, Fla. He 
had made his home in Sarasota the 
past nine years following his retire- 
ment because of ill health. 

Mr. Caldwell’s entire 


life 


business 


was centered around shoe business. 
He became shoe buyer for Emery-Bird- 
Thayer, Kansas City, Mo., department 
store, and in a few years moved to 
Albuquerque, N. M. He managed shoe 
stores in Albuquerque and a store in 
the Plaza district in Kansas City. He 
managed a shoe store in Santa Fe 
until 1915 when he came to Concordia, 
purchasing a half-interest in the Maute 
Shoe Company. 

Survivors include his widow, Mrs. 
Mary O. Caldwell; a son, John D. Cald- 
well, Jr., of Concordia; two daughters, 
Mrs. Edna Girard, St. Petersburg, Fla., 
and Mrs. Kathryn Tavernaro, Kansas 
City, Mo.; and a brother, Randolph 
Caldwell, Dallas, Tex. 


Aubrey L. Jackson 


Detroit—Aubrey L. Jackson, 56, a 
shoe retailer for more than three dec- 
ades, died November 8. He was struck 
by an automobile two weeks earlier, 
and remained in a coma until his death. 

He was prominent in downtown De- 
troit shoe retailing for the past 22 
years. Mr. Jackson entered the shoe 
business with Delman’s in New York 
City in the early 1920s. In 1928 he 
moved to Boston and opened a leased 
shoe department in the C. Crawford 
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IMPORTANT ANNOUNCEMENT 
FOR RETAILERS IN 


S. Dakota, Nebraska and Western lowa 


you can now get immediate 
in-stock service on famous 
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+thékios * and Histic ° 


HARBECK FOOTWEAR COMPANY 


216 Pearl Street, Sioux City 12, lowa © Phone: 8-8611 
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BABUCK 








CHICAGO NEW YORK 





The most outstanding line of grain 
sueded Kips and Extremes in white 
and colors for quality. 


ARMOUR LEATHER CO. 


BOSTON 





“Cubhoids 


BURNS CUBOID COMPANY 
P.O. BOX 658 * SANTA ANA, CALIFORNIA 


Hollidge store under the name of 
Jackson-Sax. Disposing of his Boston 
interest, he moved to Detroit in 1934 
and opened a leased department under 
the Jackson-Sax name in the Sax-Kay 
store, an exclusive women’s apparel 
outlet on Washington Boulevard. Sub- 
sequently he opened a similar unit in 
the Book-Cadillac Hotel. 

About 1937 he moved to 68 West 
Adams Avenue, opening the New York 
Bootery Outlet, moving subsequently 
to 1543 Broadway. From about 1949 
to 1954 he also operated Jay’s Cancel- 
lation Shoes in the Tuller Hotel, clos- 
ing this store some two years ago. 

Mr. Jackson is survived by his widow, 
Bella; a son, Phillip; and a daughter, 
Mrs. Alvin Covent. 

Mrs. Jackson will take over personal 
management of the New York Bootery 
Outlet. 


Manuel A. Braga 


FALL RIverR, Mass. Manuel A. 
Braga, 68, who operated retail shoe 
stores in this area for a number of 
years, died unexpectedly at his home 
here. He was a veteran of World 
War I and a member of the American 
Legion. He was born in Portugal but 
had lived here since his boyhood. 

He is survived by his widow, two 
daughters, four sisters and two broth- 
ers. 


BURNS CUBOID FOOT BALANCERS 


“Homd m Hand 
KA 
with your shoe sales! 


Ring up two profits, not just one. Sell 
famous, comfortable Cuboids at the 
same time . . . don’t waste this 
once-only chance for a second 
handsome profit from foot- 
ailing shoe customers. Cuboids 
retail up to $6.95 a pair. 

Entire stock occupies only a 
few feet of storage space. Get 
the story — in your own store 


— write today! 
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WA PEEK-A-BOOT, ine. 
1604 So. Flower St.* Los Angeles 15, California 
Warehouses: New York and Chicago 
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Seated, left to right, are Francis E. Ryan, J. Frank Lee, Arnold Reisinger, Lew 
Nemerson, E. A. Craver, Bert Goldsmith, Richard N. Sears, Richard Volpe, Com- 


mercial Factors Corp.; Jack Quimby. 


Middle row—Carl Recke, 


Gil Stevens, 


Gordon Robinson, Paul Pearson, Larry Gowen, Harry Knott, Jack Spellacy, James 

Ryan, Richard Bursaw, Bruce Quimby, Robert Struble, John Craver, Arthur Jacob, 

Edward Moon Ill. Top row—Lee Strickland, Murray Friedman, Phil Muskat, Gor- 

don Winsor, Sam Kane, Martin Neslusan, Harry Glassman, Robert Driscoll, Paul 
Seligman, Richard T. Morrison, Jr. 


WEBSTER, MASS.— Company execu- 
tives, sales representatives and adver- 
tising agency representatives met here 
for a preview of the 1957 line of the 
Bates Shoe Company. Not only was 
the new line presented, but advertis- 
ing plans were announced. 

Included among the executives were 
E. A. Craver, president; Richard N. 
Sears, executive vice-president and 
treasurer; Francis E. Ryan, sales vice- 
president; Jack Quimby, assistant sales 
manager; J. Frank Lee, superintend- 
ent; Paul Pearson, assistant treasurer 
and office manager; Richard T. Morri- 
son, Jr., director of styling and mer- 
chandising; James Ryan, stock depart- 
ment manager; Richard Bursaw, qual- 
ity control manager; Robert Struble, 
assistant quality control manager; 
John Craver, purchasing agent; Ed- 
ward Moon, III, director of conductive 
footwear; and Martin Neslusan, as- 
sistant office manager. 

Three men represented the com- 
pany’s advertising agency: Bert Gold- 
smith, president, Silberstein and Gold- 
smith Advertising Agency; Lew Nem- 
erson, vice-president; and Arnold Rei- 
singer, account executive. 

Salesmen present included Carl 
Recke, Minneapolis; Gil Stevens, Pa- 


cific Grove, Calif.; Gordon Robinson, 
Huntington, W. Va.; Larry Gowen, 
W. Hollywood, Fla.; Harry Knott, 


Bellefontaine, O.; Jack Spellacy, Pitts- 
burgh; Bruce Quimby, Baldwinsville, 
N. Y.; Arthur Jacob, Broomall, Pa.; 
Lee Strickland, Atlanta; Murray 
Friedman, Roslyn Heights, N. Y.; 
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Phil Muskat, Roosevelt, N. J.; Gor- 
don Winsor, Winchester, Mass.; Sam 
Kane, Detroit; Harry Glassman, N. 
Hollywood, Calif.; Robert Driscoll, 
Brockton, Mass.; and Paul Seligman, 
Chicago. 


Endicott Johnson Offers 
To Employ Refugees 

ENnpicott, N. Y.—Endicott Johnson 
Corp. will be glad to employ refugees 
from Hungary, according to Frank A. 
Johnson, vice-president. He noted that 
the shoe company has been hiring ref- 
ugees ever since the end of World War 
Il. The company does not “import” 
displaced persons directly, but coop- 
erates with sponsoring organizations 
by giving employment. 

In a recent speech at a dinner for 
employes, Charles F. Johnson, Jr., 
president, said that Europeans flee- 
ing from oppression have played an 
important part in the growth of the 
company for many years. 


Kreiger & Rosen Expands 


BROOKLYN, N. Y.—The Kreiger and 
Rosen Shoe Company, Inc., manufac- 
turers of stichdown shoes, announced 
an expansion program which would 
enable it to double its production ca- 
pacity. 

Included in the program is an in- 
stock department to help distribute its 
Happy Mates branded line more eco- 
nomically. A new plant is located at 
346 Carroll Street, here. 


Accent Division Appoints 
Betty Mason to Fashion Post 


St. Louts—Betty Mason has 
named fashion consultant of the Accent 
Division of International Shoe Com- 
pany, according to Art Bickel, general 
manager of Accent. Miss Mason will 
devote her time to designing shoes and 
developing the very newest in footweat 
fashions for the line. She also will 
send fashion information to Accent 
salesmen and their customers and co- 
ordinate special fashion programs. 


been 
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BETTY MASON 


“In this way,” explains the new fash- 
ion consultant, “we can keep the re- 
tailer abreast of the very latest sil 
houettes in ready-to-wear and footwear 
leathers, fab 


trends on styles, colors, 


rics, heels and lasts.” 

This new position brings Miss Mason 
back to her “first love,” shoe designing 
Miss Mason has been in the designing 
and fashion coordinating fields with 
International for many years and was 
cited as one of the first women in the 
industry to design and draft her own 
shoe patterns. She mem 
ber of Shoe Women Executives and the 
Shoe Fashion Board of St. Louis and 
also a member of the Women’s Adver- 
tising Club and Fashion Group. 


is a charter 


McElwain Promotes Two 


NASHUA, N. H.— The 
of Robert A. T. Nelson and James C. 
MacKay to the J. F. McElwain Com- 
pany executive committee of the board 
of directors was announced by Fran- 
cis H. Gleason, president. Mr. Nelson 
was also named assistant general man- 
ager. Both Mr. Nelson and Mr. Mac- 
Kay are vice-presidents 


appointment 


Cotillion Names Camras 


CHICcAGO——Jerry Camras has recently 
been appointed representative to cover 
the Midwest for Cotillion Footwear, 
division of Consolidated National Shoe 


Corporation. Mr. Camras is chairman 


of the board of directors of the Shoe 
Travelers Association of Chicago. He 
previously was secretary-treasurer 
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New Warehouse Serves As Hub of Brown’s Distribution System 


At the new Brown Shoe Company 
warehouse, 30 road trailers can be 
unloaded simultaneously under cover. 
Contents of trailers move up ramp 
shown, photo left, to be stored on 
overhead conveyors, allowing the en- 
tire output of the 17 factories this 


St. Louis srown Shoe Company 
moved the facilities formerly provided 
by three nine-story buildings into one 
immense three-story when it 
recently of its new 
distribution ware 
Bingham Ave 


building 
began operation 
ultra-modern shoe 


house at Gustine and 
nues, St 


Located in 


Loui 5. 
the 


about 12 


the 
from 
ware- 


section of 
minutes away 
the new 
house required 14 months to build, an 


south 
city, 
downtown congestion, 
other four months to install, and cost 
more than $2,500,000 including equip- 
All shoes produced by Brown’s 
and divisions 
through this central facility. 


ment, 


men’ women’s pass 


Designed for Ki fficiency 


Designed for efficiency and greatest 
possible automation, the warehouse in- 
modern techniques through- 
the hub of Brown’s 
system between outlying 

aud the firm’s supply depot 
three blocks from the new 

Each truck of the Brown 
in a pattern from the ware- 
house to the supply depot, 
picks up supplies for the factory, 
thence to the factory where supplies 
are unloaded and the truck loaded with 
finished The truck then travels 
back to the warehouse, where finished 
are unloaded and stored for fill 
ing ordet The empty truck again is 
huttled three blocks away to be re- 
filled with supplies for the factory. 

The facilities of 
the new building are so arranged that 


cor porate 
out It 
distribution 


serves as 


factories 
located 
warehouse, 
fleet move 
where it 


shoes. 


: hoe 


1h-door receiving 
can be unloaded simul 
The 
can be stored on over- 
the 

this 

the 


30 road trailers 


taneously under contents 
of these trailers 
head conveyors, 
output of the 17 


erves to be 


cover, 
allowing entire 
factorie 
held on 


ware 
hou c¢ con 
veyor overnight. 

All loading, unloading and movement 
of merchandise through the warehouse 
is accomplished by means of a _ vast 
conveyor belt system three miles long, 
governed at key points by push-button 


By VIRGINIA MARSHALL 


warehouse serves to be held on the 
conveyors overnight. Center, Push- 
button control boards govern the vast 
system of conveyor belts at key points 
in the Brown Shoe Company, St. Louis, 
warehouse. A half mile of monorail 


Cartons of shoes, both 

and outbound, are sorted, 
and coded by a spot number 

Storage bins from which orders 
filled carry corresponding code 
numbers. Points on the conveyor belts 
are marked with the same numbers to 
show personnel where to remove stock 
from conveyor. 

The second floor of the warehouse is 
entirely given over to women’s foot- 
wear, with all men’s handled on the 
third. Each selling division of Brown 
Shoe Company fills its own orders. 

When orders are complete, they are 
placed on small wheeled trucks and the 
trucks hooked to an overhead trolley 
monorail, which carries the customer’s 
order to the packing department. This 
department is equipped with a modern, 
powered case rack which automatically 
makes available for the packer any 


control boards. 
inbound 
tored 
plan. 


ize case needed. 
Kach packer an automatic lift 
to raise his trucks to a 22-inch-high 


has 





Felsenfeld Resigns Posts 
With N. Y. Shoe Wholesalers 


Sidney B. Felsenfeld, whose resignation 
as counsel and executive secretary of 
the New York Shoe Wholesalers’ Asso- 
ciation is effective December 31. He 
organized the group in 1942. 


tows loaded trucks from one depart- 

ment to another within the warehouse, 

right. Traveling 20 feet per minute the 

monorail is capable of towing 100 load- 

ed trucks simultaneously. Trucks are 

hooked to rings spaced along the mon- 
orail, as shown here. 


working level, so that he can speedily 
and accurately pack the orders and 
dispatch them to the analyzing area. 
From the analyzing area, shipments 
are sent directly to the shipping room 
to be loaded in road order on trailers 
for the truck lines, railroads 
or forwarding companies. Driving 
time from the warehouse to 90 per cent 
of these depots is less than 15 minutes. 
New weighing scales accommodate one 
entire truck-trailer. The warehouse is 
served by the Oak Hill division of Mis- 
souri Pacific Railroad, with a spur 
track behind the warehouse holding 14 
freight cars, nine of which can be un- 
loaded at one time. 


various 


Warehouse Employs 200 

The new building is approximately 
500 by 300 feet and contains 465,000 
square feet of floor space. A two-story 
office addition is located on Gustine 
Avenue, where accommodations are 
provided for the superintendent, as- 
sistant superintendent and clerical per- 
sonnel. The warehouse operation em- 
ploys 200 persons in all. 

Adjoining the office area is a com- 
pletely equipped first aid station, with 
doctor and nurse in attendance at all 
times. A special door to the driveway 
outside gives an ambulance exit from 
the first aid station. 

Flooring in the office addition is of 
asphalt tile, with the warehouse area 
surfaced in concrete specially treated 
with a resinous seal to minimize dust. 
Predominant wall color is a light blue- 
green. A cheerful cafeteria is pro- 
vided for employees. 

Non-glare fluorescent lighting from 
1,500 fluorescent tubes gives 30 foot- 
candles of light at all working heights. 
The specially designed steel stock bins 
weigh a million pounds and feature 
adjustable shelving. The half-mile of 
monorail which tows order trucks to 
the packing department travels 20 feet 
a minute and is capable of towing 100 
loaded trucks simultaneously. The 

[TURN TO PAGE 90, PLEASE] 
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New Charm Originals Plant Adds to Miami Shoe Activity 


By E. W. 


A Charm Originals design shoe by Ruth 
Rudine 


MIAMI, FLA.—Miami is steadily push- 
ing upward in importance as a fashion 
center, as a place where resort clothes 
are designed and manufactured be- 
cause it offers a year-round market, 
and already it has reached fifth place 
as a fashion creative spot in the high 
style world. Not only does this apply 
to dresses and sport clothes, but its 
importance is being felt in the shoe 
manufacturing industry. 

The newest factory to be opened is 
where Charm Originals are being made. 
Perhaps it is wrong to call this a “fac- 
tory”; it is more of a studio because 
each shoe produced is a work of art. 
The business was started during World 
War II when a substitute for priority 
materials for shoes had to be found. At 
that time the wooden clog, highly deco- 
rated came into being. 


Designed Decorated Clogs 


During the war, Ruth Rudine was 
in Los Angeles and connected with the 
Callan Shoe and Heel Company. 
Wooden clogs were beginning to sweep 
the country as a substitute for shoes 
made of non-priority materials. Mrs. 
Rudine designed for Saval and Fern, 
two Los Angeles firms producing nov- 
elty and casual footwear, and her de- 
signs introduced the first dressy deco- 
rated clogs on the market. She also 
introduced the first suede or cloth cov- 
ered clogs, with the covering embroid- 
ered, beaded and sequined, and started 
the dress-up cocktail clogs. 

About this time she conceived the 
idea of using plastics instead of wood, 
and thus being able to employ the 
decorative effects either within the 
material itself, or inside a _ hollow 
wedge or heel. Later, when the Rudines 
moved to Miami, she applied for pat- 
ents on her designs and started a small 
experimental workshop. Her idea was 
to custom make these Plexiglass slip- 
pers for boudoir, evening, lounge or 
casual and resort wear for the better 
shops in the hotels. Business soon ap- 
proached the point where it. became 
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SUDLOW 


A Charm Originals coordinated bag and 
shoe by Ruth Rudine 


necessary to seek larger quarters. 
Today the company occupies a small 
but quite adequate factory with lovely 
showrooms and offices. On an average 
50 pairs of shoes are produced per day. 
Mr. Rudine is in charge of the sales 
and the beautiful unusual shoes are 
to be found in stores like Fields or 
Stevens, Chicago; J. L. Hudson, De- 
troit, many in Hollywood, Philadel- 
phia and all the leading stores in 
Florida. They are to found in 
practically every hotel shop handling 


be 


oH i : 
Mrs. Ruth Rudine, originator of Foot- 


wear Fantasies made by Charm Orig- 
inals, Miami 


Fair 
be 


even in 
they may 


and 
Anchorage 


novelty footwear, 
banks and 
purchased. They have crossed the 
Pacific and being sold in Hong 
Kong and Honolulu, and, recently, the 
first order has been shipped to South 
America. 

The wedgies are very ornate. Le 
and satin and gold strands are lami 
nated into the 
are in delightful jewel tones. 

A line of handbags to 
shoes been added to 
with the shoes, and these have been 
very popular. The shoes retail for 
approximately $18.95 per pair, and the 
handbags from $7.95 to $24.95. 


are 


ace 


right plexiglas Some 


the 
coordinate 


match 
has 


Naturalizer and Roblee Plan 
RCA Promotion and Contest 
St. Lours—The Naturalizer 
Roblee divisions of Brown Shoe Com- 
pany have revealed “Com- 
patible Color’ promotions will 
be officially launched February 1. The 
programs will tie in with RCA Vie 
tor’s “Big Color’ TV promotion and 
will feature the theme “Inspired by 
RCA Victor Compatible Color.” 

The Naturalizer and Roblee promo 
tions will feature dealer contests for 
tie-in window or counter displays with 
prizes to be awarded in two divisions: 
department stores and independent 
shoe stores. Naturalizer also will con- 
clerks’ contest in 
promotion. 


and 


extensive 
which 


sales 
the 
An enticing prize structure has been 
selling 


retail 
with 


duct a 
connection 


set up to encourage every deale 
Naturalizer and Roblee shoes to tie-in 
with the promotions. First 
the department store divisions 
the Naturalizer and Roblee 
are two RCA Color TV set 

the display man, the other for the 
buyer. One RCA Color set will be 
awarded the winner in the independent 
hoe divisions of 
prizes personal portable 
and third prizes are RCA RPM 
players Miller al 


prizes in 
of both 
contests 


one for 


store each contest 
Second 


I'V sets 


record 


are 
and Glenn 
bums. 

The two Brown Shoe 
offering display kits to their dealer 
which will include a specially prepared 
Naturalize Roblee television di 
play fixture. The fixture must be 
in the display in 
order for the dealer to qualify. Dealer 
upply a photograph of their 
entry and all are to be judged for ef 
fectiveness by 


divisions are 


and 
used 


window or counte! 


are to 
an impartial board. 


the contest, Natural 
push it 


In addition to 
will Compatible 
promotion through a full color 
in March Ladic 
full 
of Ksquire. 


IZe! Color 
pread 
8’ Home Journal, Roblee 
plans a color 


pread in the May 


] ue 


Roberts, Johnson & Rand 
Appoints Movon T. King 


Sr. Louis Movon T. King 
been appointed sales entative 
the male 
Rand 


has 
repre for 
Robert Johnson & 
Internationa] 


line by 
of 


Company in south Georgia and a 


division Shoe 
mall 
part of Alabama. 
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W ho 
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of 
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North 
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istant to W. 7 
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headquarters in 
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Brown Warehouse Serves As Distribution Center Hub 
[CONTINUED FROM PAGE 88] 


Photo left shows a portion of a three- 
mile conveyor belt system which 
honeycombs the new Brown Shoe Com- 
pany warehouse facility recently com- 
pleted in St. Louis. Right, each packer 


monorail was installed to cut down the 
amount of walking employees need do 
to fill orders. 

Ceiling height the warehouse’s 
first floor is 20 feet, allowing room for 
a top bank of conveyors to handle in- 
bound shipments, plus a bottom bank 
of conveyors for outbound traffic. 

he of reinforced 
concrete-pan construction, set 


on 


new building is 
on con- 
bearing on rock. Exterior 
with an alumi- 
The corner stair 


of 


crete 
wall 


pier . 
are metal panels 

face. 
offices 


num exterior 


towers and are constructed 


STYLE 

3001% 

Black, Whit 
Underlay; 
Square Jo 
jN-STOC K 


at Brown Shoe Company's new ware- 
house has an automatic lift to raise 
his trucks to a 22-inch high working 
level for fast accurate packing. An 
empty wheeled truck is shown. 

brick with aluminum sash. Steam heat 
is provided by gas and oil fired burners. 
The warehouse is air-ventilated, with 
the office air-conditioned. A 
public address system serves all floors. 
Telephones for the warehouse and the 
nearby supply depot are handled 
through a central board, with 
matic dial system for inside-plant calls. 
A 190-car parking lot the 
building. 

The 
16-hour operation, with two shifts of 
workers, midnight to 8 A.M. and 8 A.M. 


section 


auto- 
adjoins 
center 


warehouse represents a 
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to 5 P.M. Most of the trailer trucks 
arrive in St. Louis from outlying fac- 
tories between 5 P.M. and midnight. 
Contents are unloaded and stored on 
the 74 overhead conveyor tracks until 
the midnight shift reports for duty. 

Joseph H. Gass, general traffic man- 
ager for Brown Shoe Company, is in 
charge of all warehouse operation. 
Iierbert Patton is chief engineer. 
Plans and specifications for the build- 
ing were prepared by Neal J. Camp- 
bell, consulting engineer, and associated 
architects were Study, Farrar & Ma- 
jers. The mechanical plans were 
prepared by the engineering depart- 
ment of Brown. Gamble Construction 
Company was general contractor. 

Brown's children’s divisions, Buster 
Brown and Robin Hood, are served by 
a new and similar warehouse distribu- 
tion center at Trenton, Tenn., where 
complete facilities are under one roof, 
with supply depot on the second floor 
and warehouse operation occupying the 
first floor. 


Sam Kaplan Representing 
Adores Line in New England 


LYNN, MAss.—Sam Kaplan has been 
appointed by the Dori Shoe Company, 
here, to sell that company’s Adores 


bo 


SAM KAPLAN 


line in New England and upper New 
York state, succeeding the late Ed 
Tweedy. Mr. Kaplan has had both 
wholesale and retail experience, having 
most recently represented Lown Shoes, 
Inc., of Auburn, Me., prior to which he 
was associated with the Guild House 
in Boston. 

The Adores line comprises a wide 
range of high-styled, popular-priced 
mid-heels and flats. 


Fabric Group Names Publicist 

BostoN—The National Shoe Fabric 
Association appointed Viola Shefer to 
handle its publicity and promotion, it 
was announced by Gilbert Freeman, 
president of the Association. Miss 
Shefer’s appointment was approved at 
a meeting of the group in Chicago. 
She will work from her New York of- 
fice at 745 Fifth Avenue. 
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GMITEZE prorit POINTERS! 
BETTER SERVICE Means 
BETTER JUVENILE 


Toddlers to Teens SHOE SALES 


30 STYLES ALWAYS IN-STOCK 


Thick Soles, Double Stitched Construction 
To Retail 






$3.50 ,, $5.95 
250—Patent Leather 
Strap 4-8—8,C,0 


wave serren @MITEZE wean server 
GREAT LAKES SHOE CO. 


OCONTO WISCONSIN 





BOX HANDLERS 


LONG ARMS 
QUICKER 
EASIER 
SAFER 


than any other way to get the shoes from high 
shelves. No falls from stools or ladders. Start 
by ordering at least two LONG ARMS today 
Satisfaction guaranteed. Handles: 24", 36", 48" 
and 60°'—$3.50. 72'', $4.50. Parcel post prepaid 
in USA. Also specify if for men's or women's 
boxes. Your jobber or 


CARL BEEMAN 
Cedar Heights Road Stamford, Conn. 





Patented 
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New Boot for Children 
Announced by Tingley 


RAHWAY, N. J.—A 
new children’s closure 


revolutionary 
boot is an- 


nounced by Tingley Rubber Corpora- 
all-rubber 
piece. No 


boot is 
lining or 


tion. This new 
molded in one 





New children's closure boot is the latest 
addition to the Tingley line of rubbers 
and boots. 


fabric is used. Button, strap and loop 
are integral parts of the boot. The 
stretchable feature permits four sizes 
to fit children’s from 5 
through 13. 

The claim is made that any child can 
slip them on easily and that they can’t 
pull off. While light in weight, long 
and rugged service is promised. 

They come in black, red and brown 


shoe sizes 


and carry Parents’ Magazine Com- 
mendation Seal. 
According to Tingley’s Bill MeCol- 


lum, this new closure boot was the out- 
standing hit of their exhibit at the 
National Shoe Fair. 


Hood Aids Red Feather Drive 


WATERTOWN, MASS.— Ways and 
means of increasing industrial em 
ployes’ contributions to the Red Feather 
Drive in Greater Boston were discussed 
at a meeting of 25 company chairmen 
at a meeting held in the main confer- 
ence room of Hood Rubber Company. 
The chairmen were welcomed by Law- 
rence F. Leverone, Hood director of 
employe relations, at a luncheon in the 
company restaurant and, in the meeting 
which followed, were addressed by 
Frank Holmes, business consultant, and 
by John J. Ahearn, campaign manager 
of the North Metropolitan Area. 


Milwaukee Shoe Names Aide 


DENVER—J. K. Chandler, 
Colo., has been named sales representa- 
tive for Milwaukee King Mil- 
waukee Shoe Company, and will travel 
Colorado, Nebraska, Kansas and Mis- 
souri. A veteran shoe traveler in the 
mountain west, Mr. Chandler also rep- 
resents Kitty-Mocs in the same states. 
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BALLET SLIPPERS 

















Order by Mail 
from Factory 
PLEATED-TOE BALLETS, 


hand-lasted, genuine leathers, 
all sizes—N and M widths. 
Available in STRAIGHT 
model or R and L model— 


Also STRETCHER BINDING 


Prompt Deliveries 


Samples on request 


HOLLYWOOD PRODUCTS INC. 


P. O. Box 628, Columbus 16, O 





Factory 








MERCHANTS’ NEEDS 








Mats sx.» Ddeas 


FOR YOUR 


NEWSPAPER, ADVERTISING 





—if youadvertisein newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 
An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and news- 
paper advertising. 


2. Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets 
of ads of shoe stores; you se- 
lect the exact stores and 
cities you want to see or 
leave the selection to our ad- 
vertising staff. 


VINCENT EDWARDS & CO. 


World's largest advertising 
service organization 


342 Madison Ave. 
New York City 
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Leather E peng" : sem Awarded 


Winners of scholarships at the Lowell Technological Institute receive their awards 
from Joseph M. O'Connor, chairman of the Scholarship Committee of the New 


England Tanners’ 


MASS Three students at 
Technological Institute, ma 
joring in leather engineering, were 
presented with scholarship awards at 
a dinner meeting of the New England 
’ Club, held in the Hotel Haw 
thorne Leo Devarenne, of Danver: 
Mass., received a $500 scholarship; 
and scholarships of $250 
awarded to Walter Dardano, 
ton, Mass., and to Theodore 
of Boston Two of these 
Devarenne and Dardano, 
been winners of scholarships in 


SALEM, 
the Lowell 


Tanner 


each were 
of Can 
Brother, 
students, 
have also 
recent 
yea! 


Club. Left to right, Leo Devarenne, Walter Dardano, Theodore 
Brother and Mr. 


O'Connor. 


were presented by Joseph 
of the 
who stressed 
trained men 
and the im- 


The award: 
M. O’Connor, 
Committee, 
technically 
industry 
of encouraging young men to 
the leather 
that many 


Tech- 


chairman club’s 
Scholarship 

the need for 
in the tanning 
portance 
find their careers within 

field. He stressed the fact 
advantages accrue from a Lowell 
education. 

a past officer of the 
of calf and 
American Hide & 


Lowell. 


nological Institute 
Mr. O’Connor is 
club and a 


former tanner 


side leather with the 


Leather Company, of 





Harrison, International 
Lasting Foreman, Retires 


$1 LOouIS Charles A. Harrison, 
lasting room foreman of International 
Shoe Company’s Merva plant at Pop 
lar Bluff, Mo., retired recently after 
nearly 50 years of service with the 
company 

Mr. Harrison, 65, 
making 


shoe 
Johnson 


began his 


career with Robert 


& Rand 


was 


Shoe Company in 1906. He 
foreman of the Poplar Bluff 
Cedar lasting department in 1941 and 
in 1948 was transferred to the Merva 
plant as foreman of the depart- 
ment, 


made 


same 


Gordie L. White, 
operator in the 
succeeded Mr 


machine 
room, 
Harrison as 
foreman. Mr. 
to work 


pullover 
lasting has 
lasting 
White, 44, 


for International in 1941. 


room came 


Brown Makes Appointments 
In Two Women’s Divisions 

St. Louis—Two women’s divisions of 
3rown Shoe Company have recently 
made new appointments to their sales 
staffs. 

tisque division announced the ap- 
pointment of Robert Goldman as a 
sales representative. During the past 
10 years Mr. Goldman has been a 
salesman for the Pacific Coast, Best, 
Resnick and Stein-Sulkis shoe com- 
panies. He gained retail experience 
with Harold’s Shoe Store in Beverly 
Hills and Westwood Village, Calif. 

He will cover the states of Ohio, 
Kentucky, Virginia and West Vir- 
ginia. 

Mack Seely, who been a sales 
representative for Risque for more 
than seven years, has been given addi- 
tional territory. He will now com- 
pletely cover the southeastern part of 
the country, including Florida, Georgia, 
Alabama, Mississippi, North and South 
Carolina, and Tennessee. 

Brown’s Westport division announced 
the appointment of William Van 
Thompson as a sales representative, 
covering the southeastern part of the 
country, including Florida, Georgia, 
North Carolina and South Carolina. 
Mr. Thompson has more than 12 years’ 
experience in the retail field. He 
formerly was associated with Thomp- 
son’s Shoe Store in Jackson, Tenn., 
which his family started more than 30 
years ago. 

Ted Schroth, sales manager of West- 
port division, reported a change in the 
territory of Lloyd Premac, who will 
now cover the extreme northwestern 
section of the country formerly han- 
dled by Dick Duvall. The area in- 
cludes Washington, Oregon, Idaho and 
Utah. Mr. Premac has been with 
Westport for the past three years. 


has 


Firm Adds Export Department 


BostoN—The wholesale shoe firm of 
Lipsky and Blondes, 207 Essex Street, 
this city, has added an export depart- 
ment. Currently, footwear made in the 
United States is being shipped to South 
America, England and Puerto Rico. 
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IN STOCK SHOES 


BOBETTES 


Ranch Tan 
Glove 
Leathers, 
Cushion 
Crepe 
Outsoles 








IN STOCK FOR 
AT ONCE DELIVERY 











10 colors 
including: 
Sandal, Mohawk 
Red, Antelope, 
Avocado, White, 
Pearl, Burgundy 
AAA-C 4-10 


The SHOE Most Ladies Want 


SHEBOYGAN SLIPPER CO. 


505 SO. 9TH ST SHEBOYGAN, WISC 


Manufacturers 
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Everyone Who Knows Comes to BARIS 


SURPLUS SHOE STOCKS 
from best sources always on 


at action prices 


BARIS 


79-81 READE ST., 


THE NATIONS 
CANCELLATION 
N.Y.7 +> WO 2 
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Lynn Craft in Full Operation 


LYNN, MAss.—The Lynn Craft Shoe 
Company, here, is continuing in full 
operation under the management and 
ownership of Leonard E. Rubin, son 
of the late Arthur Rubin. Shoes are 
being delivered on schedule, it was an- 
nounced by Mr. Rubin, who showed the 
spring line at the Popular Price Shoe 
Show in New York. 


New Butler Store Opened 


OCALA, FLA.—A new Butler shoe 
salon has been opened in Ocala, with 
William DeSha as manager. Mr. De- 
Sha has been with the company for 
several years, working in some of the 
largest of the chain’s stores in Char 


lotte and Ashville, N. C., 
Va. The new storé is attractively deco- 
rated in green, pink 
yellow, with rose floor covering. 


and Roanoke, 


shades of and 
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Financial News 


A. 8S. Beck October Increase 
Is 7 Per Cent Over 1955 

New YorkK—A. S. Beck Shoe Corpo 
ration, including its Adler Shoes and 
C. H. Baker subsidiary chains, re 
ported retail sales for the four weeks 
ended October 27, 1956, of $3,961,669, 
an increase of 7.3 per cent over retail 
sales of $3,693,570 in the correspond- 
ing period a year ago. 

For the 43 weeks ended October 27, 
1956, A. S. Beck and its two sub- 
sidiaries reported sales of $39,569,716, 
an increase of 3.7 per cent over sales 
of $38,164,303 recorded for the 
parable period of 1955. 


com 


Shoe Corporation Sales 
Show 9 Per Cent Rise 


CoLUMBUS, O.—A comparative state 
ment of retail released by the 
Shoe Corporation of America reported 
sales for the four weeks ended October 
27, 1956 of $5,835,949 against sales of 
$5,313,426 for the 
year. This amounts to a 9.83 per cent 
gain. 

Sales for the 43 weeks ended Octo 
ber 27, 1956 were $60,739,465 compared 
with $55,664,927 in 1955, a gain of 9.12 
per cent. 

The current number of Shoe 
poration retail units is 622 compared 
with 578 in 1955. 

These figures are exclusive of 
A. S. Beck Corporation. 


sales 


same period last 


Cor 


the 


Edison Sales Up 3 Per Cent 

ST, Edison Brothers 
Inc. reported consolidated net sales of 
$7,874,590 for the month of October. 
This compares with $7,642,062 ° for 
October, 1955, an increase of $232,528 
or 3.04 per cent. 

For the 10 months ending October 
31, sales amounted to $71,972,288 as 
compared with $69,981,126 for the same 
period last year. This is an 
of $1,991,162 or 2.85 per cent. 


LouIs Stores, 


increase 


To Represent Plymouth 
In St. Louis Area 


CANTON, MASS. Farrell-Frank & 
Company of St. Louis, has been named 
to distribute in that district the broad 
line of quarterlining and _ socklining 
materials made by the Plymouth 
ber Company, here, 
Walter H. Bieringer, 
president 

Shoe Factory Company, 
also of St. Louis, will continue to dis 
tribute Plymouth’s 
crepe and sport 

Plymouth 
cently expanded it 
ities, 


tub 
according to 
Plymouth vice 
Supplies 


line of rubber heels, 
soles. 

has re 
facil 


tubber Company 
pr oduct ion 
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MOSINGER-COHN 


1235 St. Louis 3, Mo, 
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DO-IT 
YOURSELF 


Display signs 








with Pre-cut gummed .. 
paper letters, Numbers ss = om 
. | 7 

and Characters. Mois 7 4 i i 
ten and Mount “ , 
Pan ah la 

Starter Kit A Z 1 .e 

2500 Red and Black Letters. 35 of each in 





2 sizes 44° —1'/4” IN DIVIDED CASES 
60,000 

Sizes Available $17 95 Satished 
“4” to 6 . Users 





FRUCHEY SERVICE COMPANY 


Box 461B, Napoleon, Ohio 








Canadian Firm Opens Store 
In Shopping Center 


HAMILTON, ONT. surt’s Shoes, Ltd., 
is continuing its expansion program and 
has opened a new in the 


Shopping Centre. It is the 


tore Greater 
Hamilton 


fourth in the chain 


Established here seven year ago, 
the firm’s main store is at 54 James 
Street North. A branch was established 
at $35 Ottawa Street North six years 
ago and Mr. Guenther opened a two 
tory store in St. Catharines when he 


acquired the business two years ago 


Mr. Guenther said the decision to 
become part of the merchandising 
organization at the Centre was based 
upon a desire to participate fully in 


afforded by Hamilton 


widen 


the opportunitie 
tward and the steady 


market 


yrowth ea 


ng of its retail influence 
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The Label with 


@ Behind this Angora* 
Calfskin label .. . behind 
every Barrett label... 
stand years of experience 
in producing outstanding 
leathers. Want the very 
cream of calfskin 
smoothest, supplest —for 
fine shoes? Look for this 
Angora* hallmark! 


“trade mark 


most popular, most versatile form 
for closed or open toe shoes. Heel 
heights from real flat to extra high. 








HEEL FITS SHOE 
Flat 0/8" to 4/8 
*Low 5/8" to 8/8” 
*Medium 8” to 12/8” 
High Cuban 8” to 16/8" 
*High 8” to 20/8” 
Spike y 8” to 24/8” 
*Are the most popular heights 


HEEL HEIGHT RULER 


takes the guess out of order 
ing shoe forms. Write for 
yours today! 
SHOE FORM Co. INC. 
Dept. RF, Auburn, New York 
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Fashion Market Here Tops 
Says Queen’s Shoemaker 

Cuicaco — Edward Rayne, London, 
England, the Queen’s shoemaker, “came 
of age” on the American market this 
fall. October marked his 21st visit 
to this country, his fifth to the National 
Shoe Fair in Chicago. 

Maker of high quality shoes, Mr. 
tayne emphasized in his spring show- 
ing in New York and Chicago more 


Mr. and Mrs. Edward Rayne admire a 
shoe that strikes Mrs. Rayne's fancy at 
their Portland Place, London, home. 


grays, more pointed toes and more 
patents. His couture range included 
hoes designed by Hardy Amies, John 
Cavanagh, Norman Hartnell and Digby 
Morton. He works very closely with 
leading French designers, reproducing 
the styles of Roger Vivier and Delman. 

“In England, your ‘My Fair Lady’ 
has had tremendous influence,” he said. 
“Watch the all white picture and the 
very high stiletto heel.” 

Mr. Rayne said that the “English 
classics” so popular here are not made 
for the British women at all. Of those 
types, his firm makes shoes with an eye 
on the American market. His company 
does not try to compete with American 
fashion shoe manufacturers, which he 
termed, “the greatest in the world,” 
primarily because of 20 per cent duty 
on a market 3,000 miles away. 

While he said, “No comment” when 
queried about the Royal family’s shoes, 
it is common knowledge that Queen 
Mary chose his family firm as the shoe- 
maker for the Royal Family, excluding 
the children’s shoes. Queen Mother 
Elizabeth continued the practice when 
she was Queen and now Queen Eliza- 
beth, Princess Margaret and other 
members of the Royal household wear 
Rayne-made shoes. 


Shoe Shops Open in Center 


HIALEAH, FLA.—Roy’s Health Shoes 
and Mary Jane Shoes will open new 
shops in the new $10-million Flamingo 
Plaza Shopping Center. Harry Bax- 
taum, of Roy’s Health Shoes, is trea- 
surer of the Flamingo Plaza Merchants 
Association. 


Mountain States Travelers 
Elect New Slate of Officers 


DENVER—Reversing the process and 
injecting “old blood” into the younger 
strains, the Mountain States Shoe 
Travelers Association in annual session 
here at the Albany Hotel effected a 
complete reorganization and named a 
new executive secretary. 

R. E. Schuster, a founder and first 
president of the association eight years 
ago, was unanimously elected executive 
secretary succeeding J. C. McGrane, 
while another founder, Frank M. Phil- 
lips, of the Winthrop Shoe Company, 
was named president by acclamation. 
Mr. Schuster, who lives at 2316 East 
Twelfth Avenue here where his associ- 
ation offices will be maintained, has 
traveled the Rocky Mountain area for 
36 years and represents the Huskies 
line. 

C. H. Von Behren, who represents 
Judy ’n Jerry, Phyllis and Mondl. Mfg. 
Company shoes and who served as 
president the past year, became chair- 
man of the board. A third founder, 
J. K. Chandler, Cascade, Colo., who 
travels for Milwaukee King and Kitty- 
Mocs, was unanimously named secre- 
tary-treasurer. All other officers and 
directors were elected by acclamation. 
Vice-president is Bill Joseph, Denver, 
traveler for Old Town and Penobscot 
Shoe Companies. Mr. Phillips also was 
the second president of the association 
and under his leadership, one of the 
largest shoe shows ever held here was 
recorded. 

Other directors were named as fol- 
lows: Wes Warner, Sandler of Bostcn; 
Leonard Fritz, Graham-Brown; L. C. 
Gunnels, General Shoe; Don Howard, 
Brown Shoe Company; Danny Kole, 
Guild Moccasins; D. D. Lindley, Town 
and Country; Don Robinson, Joyce; 
Robert C. Scott, J. Edwards and Stein- 
Sulkis; Sam J. Stone. Enna Jettick | 
Dunn & McCarthy; Dave Tritt, Wayne 
Shoe Company, and Keith Johnson, Red 
Wing. 

The association plans to hold the 
fall show at the Albany in the early 
part of May, he said. Mr. Phillips, in 
a talk before the salesmen and retail- 
ers, asked salesmen and buyers to send 
him ideas for the next shows. Three 
visiting retailers were named as win- 
ners of contest prizes. 
T. M. 


They are 


Cortese, Florio Shoe Company, 
Greeley, Colo.; Glenn Edwards, buyer, 


women’s shoes, main floor, Fontius 
Shoe Company, Denver, and “Pat” 
Mullen, Smith Shoe Company, Boulder, 
Colo. 


New So-Lo Marx V-P 


LOVELAND, O.— Joe Goldstein, who 
headed the New York office of the 
So-Lo Marx Rubber Company for the 
past eight years, has been appointed a 
vice-president of the firm, it was an- 
nounced by Joe J. Marx, president. Mr. 
Goldstein was also elected a member 
of the company’s board of directors. 
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Companion Shoe Line Wanted 
On Straight Commission 


Leading Salesman with established 
following of 462 outlets in Metro- 
politan New York, Long Island and 
New Jersey. Top man for over 20 
years for old line shoe firm discon- 
tinuing branded line, will maintain 
attended New York office and give 
closest store coverage lxperienced 
women's and children’s 
Can assist in styling on men’s 
and boys’ and orthopedic shoes 
Prefer branded line which also has 
a volume makeup proposition with 
100%, protected territory—no house 
accounts All negotiations will be 
handled in strictest confidence 


feply to Box 867, care BOOT & SHOE KE_ORDER 
10 High Street, Boston 10, Mass 
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“Look, I can use 
my hands again"! 


JOIN THE 
MARCH OF DIMES 


IN JANUARY 
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LATE NEWS 
SEE 
PAGES 31-34 











‘See-Through’ Shoe Popular 
At London Fashion Event 


Playing peek-a-boo through a shoe? 
Hard to do unless the piece of footwear 
is transparent like this plastic, black 
patent evening shoe displayed at the 
Dolicis Fashion Show in London. Titled 
“Clara,” the shoe is an example of cur- 
rently fashionable footwear with its 
sleek, elegant look. 





Renovated Merchants Service 
Store Reopens in Georgia 

St. Louis Burton’s Bootery in 
Macon, Ga., a Friedman-Shelby Mer- 
chants account, reopened in 
November in a newly renovated store 
at Cherry and Broadway, two doors 
from its former location. 

Among the new exterior features 
are two 10 by 30 foot neon signs at 
the front and side of the store. The 
front Red Goose sign flashes alter- 
nately to spell out Grace Walker, John 
C. Roberts and Red Goose trade names. 
Mosaic tile facades flank the front dis- 
play windows. The interior 
covers 1,000 square feet of selling 
space and contains 18 chairs. 


Service 


store 


Burton’s Bootery has been operating 
under International Shoe Company’s 
Merchants plan since July, 
1946. The store is one of four owned 
by Harold K. Burton. Friedman 
Shelby salesmen Thomas M. Johnson, 
with women’s and juvenile lines, and 
A. H. Wade carrying men’s lines, ser- 
vice the store. 


Service 


New Family Store Opened 

SYRACUSE, N. Y. 
Shoe Store has been expanded at 625 
South Geddes St. here. It is described 
by its owners as “the largest neighbor- 
hood family shoe store in Central New 
York.” 

The firm has expanded its store four 
times in 28 years and now has a seat- 
ing capacity for 76 customers. The 
store has a total of 4100 square feet of 


floor space. 


Rochester Sample 


Richards Leads President’s 
Hides and Skins Committee 


St. Lovis—R. H. Richards, vice- 
president of International Shoe Com- 
pany, has been named chairman of the 
newly-formed committee to advise 
President Eisenhower’s bipartisan com- 
mission on increased industrial 
of agricultural products. 

The committee, known as the Hides, 
Skins and Animal By-Products Task 
Group, held its first meeting in Wash- 
ington, D. C. in November. The 10- 
man task group reviewed the techni- 
cal and economic position of animal by- 
products, except animal fats, which will 
be considered later by a task group on 
oilseeds and animal fats. 


uses 


Lawrence Process Expansion 

NortH ANDOVER, MAsSs.—-The Law- 
rence Process Company will announce 
several important innovations to the 
trade, asserted Edward F. Hogan, pres- 
ident, as he pointed to the recent ac- 
quisition of the company by The General 
Tire and Rubber Company as indicat- 
ing an expansion of Lawrence’s Shoe 
Products division. 

In line with its expansion program, 
the Lawrence Company an- 
nounced the appointment of William 
O. Hocking as assistant sales manager 
of the Shoe Welt division. 


Process 


Naturalizer Appoints Two 

St. Louis Naturalizer division of 
Brown Shoe Company recently an- 
nounced the appointment of two new 
representatives. Robert Brack 
will cover Idaho, Montana and Utah, 
except for Plentywood, Mont. Del 
Hopen will represent Naturalizer in 
portions of Florida and Georgia. 

Mr. Brack, who has been with Nat- 
uralizer as a service manager in the 
main office for more than three years, 
will make his home in Boise, Ida. Mr. 
Hopen will reside in Orlando, Fla. He 
has been with Brown Shoe Company 
since 1949, and has served as assistant 
sales manager for Naturalizer for the 
past two years. 


sales 


Shop Opens for Season 


ST. PETERSBURG, FLA.—Baldwin Salon 
Shoes, Inc., located in the Fashion Cor- 
ner Building, has been opened for the 

All shops in this location usu- 
yse during the summer months. 


season. 


ally cl 


Beck Shop Being Remodeled 


MIAMI BEACH—The A. S. Beck Shoe 
Store on Lincoln Road here is being 
remodeled, according to Charles Spen- 
ser, head of Beck’s construction depart- 
ment. The front is being re- 
designed for extensive use of glass. The 
interior is being remodeled with the 
men’s shop installed on the newly 
created mezzanine. 


store 
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THE NATION'S FINEST 
CANCELLATION SHOES 
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Also complete stores considered 
Jobs In Fine Shoes From Fine Sources Since 1931 
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Tel: WOrth 2-5180 










WE PAY MORE focausc WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES. 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 





Max L. Meltzer, Pres. 





Ivanhoe 1-9830 








B.& R. PAYS THE LIMIT 


WE BUY 


Phone or wire 
collect 


B. & R. SHOE CORP. 
74 READE STREET 
NEW YORK 7, N. Y. 
WOrth 2-6358 
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COMPLETE SHOE STOCKS 
LEASES ASSUMED 
YOUR NAME PROTECTED 
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Ben LaMonica 
Ralph Vogel 

















DEAL WITH CONFIDENCE 


WITH THE ORIGINAL TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th S#. Phila. 6, Pa. 
Phone: LO 3-9533 


SAM CAMITTA & SONS 








New Address 
COrtiandt 7-6378-9 


138 Duane St. 
New York 13,N.Y¥. | 





MY HOBBY 
Buying, Selling Shoes for 36 years 
CASH TOP PRICES 


Discontinued stocks 


HARRY HESS 


76 Reade Street New York 7, N. Y. 
Telephone: WOrth 2-896! Beekman 3-7671 


Foremost Cash Buyers of Fine 


Shoe Jobs Since 1906 


Surplus Stocks @ Closeouts © Complete Stocks | 
Your Name and Brand Protected 
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PRICES 


Topic of the Day 
WHO CAN 
BEAT IKE... 

and 





WHO CAN BEAT 
UNCLE LOUIS’ 
PRICES ... 


For the answer—phone or write 


LOUIS CAMITTA & SON 
91 READE ST., NEW YORK, WN. Y. 


WO 2-5063 
formerly with S. CAMITTA & SONS 


tion . 
women's and childre 


ne Footwear FOR OVER 41 YEARS 


MOSINGER-COHN 


1235 Wo $*. Lovis 3, Mo 
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BARIS BUYS for CASHZZZZZQ 


Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 
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BROITMAN- 
GAFFIN SHOES 


ine. ¢ BE 3-7290 
146 DUANE S$T., N.Y. C. 








WE PAY CASH 


for your 


* SURPLUS STOCK 
* DISCONTINUED LINES 
* CLOSE-OUTS 


Entire Stock or Portion 
High Quality Shoes Preferred 


Ladies’ * Men's + Children's 
31 No. 4th St. 
BARSH & CO. Phila. 6, Pa. 


Write or PHONE - MA 7-1666 
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FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED. 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 


George J. Arronson Associates 


157 DUANE ST., NEW YORK, MH. Y. 
RECTOR 2-4170-4171 
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About Shoe People 


[CONTINUED FROM PAGE 77] 


The Brody Shoe Company is adding 
two store units to its original site at 11 
East Federal Street, Youngstown, 
tripling space in anticipation of cele- 
bration of its golden anniversary next 
year. The new space will give the store 
five separate entrances, a near record. 
The additional area will be devoted 
chiefly to women’s and children’s de- 
partments. The business is now being 
actively operated by Mike Brody, son 
of Abe Brody, who founded the busi- 
ness on the same site in 1907. Abe 
Brody is still actively identified with 
the business. 


A new corporation, the Flint Shoe 
Co., has been organized in Flint, Mich., 
to engage in the retail shoe business. 
The firm plans to open a family shoe 
store in the new Northwest Shopping 
Pierson Rd. Other 
stores will be opened as soon as addi- 
tional leases are negotiated, Lauren E. 
Elliott, president of the corporation 


said 


Center, Clio and 


» * * 


Kempf’s Shoe Store, established in 
Imlay City, Mich., in 1876 and recog- 
nized by the Michigan Shoe Retailer’s 
Association as the second oldest com- 
plete shoe store in the state, recently 
held a two-day celebration of its 80th 
anniversary. It is owned by Carl and 
Brice Kempf, sons of the founder. 


* s * 


James Hughes, who recently was 
manager of the Karl Shoe Company, 
Idaho, has manager of the 
Waters store in Albion, Mich. 
Mrs. Edna Keene, temporary manager, 
ie moving to Muskegon, Mich., to take 
a position with the Grossman depart- 
ment store. 


become 


shoe 


* . ° 


A new Thom McAn Shoe Store has 
been opened in Indianapolis, a few 
doors from a former location. William 
Jones is manager. 


Elliott Siegel, who for several years 
has been buyer for the Frank Werner 
Company, San Francisco, is now shoe 
buyer for the Franklin Simon Com- 
pany stores in New York. New head 
buyer for the Frank Werner Company 
is Cyril Garcia. Jimmie Karuza is 
buyer and manager of the Geary Street 
store, 

* o af 

R. D. Underwood, a shoe retailer for 
the past twenty years, has been named 
manager of the Olds & King shoe de- 
partment in the new Gateway store, 
Portland. 

Nordstrom’s Gateway, recently in- 
corporated by Elmer J. Nordstrom, 
Everett W. Nordstrom and Lloyd W. 
Nordstrom, will feature leading brands 
of ladies shoes at their new store. 

* a ” 

Gene Avers, manager of the Boot- 
ery, Hutchinson, Kan., announces his 
completely remodeled, has 
opened with a third more selling floor 
space and a third larger lobby and 
display windows. 

* * * 


store, 


Arthur F. Thompson, an employee 
of Richardson Brothers Shoe Store, 
Corpus Christi, was recently tendered 
a retirement and going-away party by 
the management and employees of the 
store. 

- * * 

Phil Phillips has been appointed 
manager of the Ann Lewis specialty 
shop shoe department in San Antonio. 

a ” 7 

Ernie Thompson has opened a chil- 
dren’s shoe store bearing his name in 
Phoenix. He has been fitting shoes in 
Phoenix for the past 11 years. 

” . + 

Pensacola has two new chain shoe 
stores in its Town and Country Plaza 
shopping center. Manager of the new 
Thom McAn store is George Wood, 
former assistant manager of the firm’s 
downtown store. Southern Shoes, a 
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chain family shoe store, is under the 
management of James D. Smith, as- 
sociated with Southern Shoes for 21 
years. 

« - * 

Mr. and Mrs. I. Wacksman have 
opened the Jay and Arr Shoe Store in 
Titusville, Fla. They formerly oper- 
ated a general store in Ft. Pierce. 
Shoes for both men and women will be 
carried. 

o - * 

A new and complete family shoe 
store, owned by James Dato and to be 
operated as Bishops’ Shoes, has been 
opened in Tampa, Fla. The store will 
be managed by James Valenti. 

* ” * 

F. P. Scharabok, owner and operator 
of the Cobbler Shop in New Port 
Richey, has announced that he will 
open a retail shoe store along with his 
repair business shortly. New quarters 
in the Duson Building are being made 
ready for the shop. 

+ + +” 

Mr. and Mrs. A. B. Cole announce 
the opening of “The Coles’ Shoe Box” 
in Mount Dora, Fla. The store will 
feature shoes and clothing for men 
and women, 

* - * 

R. D. Patrick has moved the Foot 
Care Boot Shop to a new location on 
South Main St., Akron, O., across from 
the Sheraton Mayflower Hotel. 

+ ” a 

Sam Parnes, manager of the new 
Kirby Shoe Store, Toledo, has been 
elected a member of the executive 
committee of the Great Eastern Busi- 
ness Association. 


. *” + 
Robert Froelich, operator of the 
Townsend store shoe department in 


Junction City, Kan., has purchased the 
shoe department of the Mammoth De- 
partment store in Mt. Vernon, III. 

The Townsend shoe denartment here 
has been purchased by his parents. Mr. 
and Mrs. William Froelich, owners of 
Froelich’s Shoe Store in Junction City, 
who will operate the Townsend shoe 
department in conjunction with their 
store. 

* + * 

Fetzer’s Shoe Store, Rochester, has 
opened a branch in the Warine Sub- 
urban Shopping Center. C. J. Fetzer, 
owner, said the downtown store will 
discontinue children’s shoes, but that 
line is expected to be higrhlv imnpor- 
tant in the suburban location. 

* * * 

Tony Boscarino has heen named 
manager of the shoe department at 
Lincoln Stores, Inc., Rochester, N. Y. 
Formerly with B. Forman Co., spe- 
cialty store, he succeeds Sam Murano. 


The department embraces a family 
operation. 

* > * 
Jack Litinsky, who has operated 


Marner’s Shoes, Detroit, a number of 
years, has closed his store to go into 
the advertising field. 
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Daking 7 There are many businessmen in this country who can afford 


to finance their own receivables; yet they insist on being 
foud Of Factored by Crompton. 
They’d rather we take the receivable load off their mind. 


VWotwr Mind rhey insist on being in an extremely liquid position at all 


times. They insist on being prepared for any emergency) 







no matter which way the pendulum swings. They wish to 






avoid all credit risks, and they feel that since credit is ow 






business, we are in a better position to protect their capital. 










Though many of these firms are wealthy, they Factor with 
CROMPTON 


Crompton because they like the idea of eliminating all re- 
RICHMOND ceivable bookkeeping overhead as well as the chores and 
COMPANY \8 costs involved in collections. 
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CROMPTON-RICHMOND CO., INC. 


1071 Avenue of the Americas, New York 18, N. Y. 


Crompton- Richmond -Joel Hurt Co. 


Glenn Building, Atlanta 1, Georgia 
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..and the 
Factory 
Superintendent 


To the superintendent of a shoe 
factory, shanks can be almost a 
forgotten item unless a problem arises. 


Well made, properly fitted shanks 
help the superintendent avoid shoes 
that twist or don’t tread right. 
They reduce returns due to broken 
breast flaps or from shanks 

wearing through outsoles. 


United makes shanks that lift worries 
off superintendents’ minds. That’s 
why scores of leading, practical 
shoemen specify United Vita-Tempered 
steel and steel combination shanks. 
They know they can rely on them. 


VITA-TEMPERED STEEL SHANKS 
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by Paradise 


is a lady 
every step 
of the way 
Brilliantly 
styled in 
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PATENT LEATHER 





the Money... 
And ALL You Need 


or a SUCCESSFUL 
s Shoe Business 











. IN-STOCK FOR 
GERBERICH DEALERS 


YOUTHS 12-3 
BOYS 1-6 
BIG BOYS 6-11 





Because they find just the styles they want, 
youngsters the country over, have made 
Gerberich Dealers their style headquarters. 
One boy tells another about these swell shoes 


and soon every kid on the campus turns up b . h 
to be fitted with a new pair. Gerberich Quality Ger eric - 
keeps them coming through three size runs ... the Finest Name 
into the men’s department. Payne in Boys Shoes 
SHOE COMPANY 
MOUNT JOY PENNSYLVANIA 


from 
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OFFICES: NEW YORK, Marbridge Building, 
Room 805, LOS ANGELES, Alexandria Hotel, 


Room 919, PHILADELPHIA, 12 S. 12th St., 
Room 914, 


In Canada: J. Leckie & Co., LTD. 





